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ABSTRACT 
Abstract 
This study explores the relationship between frontline employees' empowerment and 
service quality in the restaurant industry. The service marketing literature revealed 
mixed findings regarding this relationship. While some studies confirmed indirect 
relationships, others did not confirm the relationship, and one study only confirmed a 
direct positive relationship. The developed model in this study suggested that 
psychological empowerment influences service quality through employees' job 
attitudes (job satisfaction and organisational commitment) and behaviour (customer- 
oriented behaviour). Two questionnaires were used to test the study's model. The first 
questionnaire was designed to measure employees' empowerment, job satisfaction, 
organisational commitment and customer-oriented behaviour. The second 
questionnaire measures managers' perceptions of service quality. A total of 600 
matched questionnaires were distributed on a sample of frontline employees and their 
direct supervisors working in Jordanian restaurants. 298 usable matched 
questionnaires were used in the analysis. 
A series of Exploratory Factor Analyses (EFA) were conducted to validate the used 
scales. The results indicted that apart from psychological empowerment and service 
quality scales, all used scale items were loaded significantly, as originally developed. 
In -line with hospitality literature findings (e. g., Amenumay, 2007; Hancer and 
George, 2003; Fulford and Enz, 1995) the study confirmed three structural factors for 
psychological empowerment rather than four dimensions. On the other hand, a new 
service quality dimension has emerged. As was anticipated, the model testing results 
showed that job satisfaction, organisational commitment and customer-oriented 
behaviour fully mediate the relationship between psychological empowerment and 
service quality. Psychological empowerment has a greater influence on service quality 
through the customer-oriented behaviour path. Based on the study's findings, 
theoretical, managerial implications and directions for future research areas are 
presented. 
At theoretical level, the results indicated that several attitudinal and behavioural 
outcomes are related differentially to one or more dimensions of empowerment. 
Therefore, the current study findings not only supported the multidimensional 
perspective of the empowerment construct (e. g. Spreitzer, 1995; Thomas and 
Velthouse, 1990), but also, and more importantly, validated and confirmed the three 
factorisation of the construct in the hospitality literature, and the new dimension of 
influence in particular. For service encounter literature, this study highlights the 
importance of examining service encounters from a variety of perspectives and 
positions and asserts on employees behaviour as one of the important determinate of 
service quality. 
The outcomes of this study show that empowering frontline employees is a powerful 
strategy that improves service quality. Therefore, it is important that management 
understands the need to implement empowering practices that lead to higher levels of 
employee autonomy and competence inside their restaurants. Satisfied employees are 
a valuable resource for service firms. Hence, management must ensure that employees 
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are satisfied with their work at all times. And finally, management needs to encourage 
and train their employees to display discretion in their behaviour. This can be done 
through building an organisational service culture that helps and motivates employees 
to display this kind of behaviour or/and linking employee rewards and promotions 
with their behavioural evaluations. 
Based on the study's findings and limitations several future research areas are 
recommended. The specific service chosen for this study is a restaurant, and this may 
restrict generalisations of the results. Thus, validating and testing the developed model 
in other service sectors would be a fruitful research area. In this study, service quality 
was measured from the supervisor's viewpoint. Therefore, matching the employees' 
data with the customers' evaluation of service quality is recommended. Testing other 
mediating variables (e. g., role clarity, role ambiguity, occupational commitment, etc. ) 
could help in further detailed explanations of the relationship between psychological 
empowerment and service quality. Moreover, extending the developed model by 
including other organisational outcomes such as business performance and profit also 
is a recommended research area that can enhance our understanding for the benefits of 
empowerment. 
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CHAPTER ONE 
INTRODUCTION 
1.1 BACKGROUND OF THE STUDY 
The tourism industry, of which the restaurant industry is a principal element, is of 
vital importance to the national economy of Jordan. It is the kingdom's largest private 
sector employer, and its second highest producer of foreign exchange. Tourism 
contributes more than JD 1,021 million to Jordan's economy and accounts for 
approximately 10 percent of the country's gross domestic product (GDP). It also 
creates more than 31,063 jobs. The contribution of tourism is expected to double by 
2010. The expected incomes will be increased from JD 575 million in 2003 to JD 1.3 
billion by 2010 (Ministry of Tourism, 2004). Therefore, if the Jordanian economy 
wants to utilise these potential opportunities, it has to expand and improve all the 
related tourism sector components which will match the growth of tourist flows 
towards Jordan. 
Over the past years, an increasing interest has been shown in the management of 
frontline employees' in the hospitality context. The reason for that lies behind three of 
the commonly defined attributes of services: intangibility, simultaneous production 
and delivery, and customer participation in the service. First, because there is often no 
tangible product involved, customers often see customer-contact staff as the tangible 
aspect of the service. Second, the fact that services are produced and consumed 
simultaneously, suggests that customer-contact employees are largely responsible for 
quality control at the time of service delivery. Third, having customers involved in the 
production of the service as co-producers creates a special relationship between 
customers and employees, which makes customer-contact employees even more 
concerned with customer needs and customer satisfaction (Bitner, Booms, and 
Tetreault, 1990; Gummesson, 1991; Grönroos, 2001). Furthermore, these employees' 
attitudes and their behaviour towards customers have been argued to significantly 
influence customer perceived service quality (Hartline and Ferrell, 1996; Zeithaml 
and Bitner, 2003; Ekinci, 2002). 
1 
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Research indicates that the existence of service-oriented management practices and 
procedures correlates strongly with customer perceptions of service quality (Hartline 
Maxham and McKee, 2000). Implicit within this customer-focused approach is the 
assumption that the organisation can design and manage workplace conditions that 
create employee satisfaction, commitment to the organisation and the subsequent 
behaviours that facilitate the creation of customer satisfaction; perceived service 
quality and loyalty (Heskett et al., 1994). The underlying premise of these arguments 
is that if management treat their employees well, the employee will then reciprocate 
by treating customers well. Schneider and Bowen (1985) found that employees' work 
attitudes were positively related to customer perceptions of quality service. A follow- 
up study by Schlesinger and Zomitsky (1991) found that employees who report higher 
levels of satisfaction also believe they are able to deliver higher service quality. So 
far, these propositions have not been tested rigorously, and certainly not in the 
hospitality industry. 
Although these factors mentioned already may provide valuable insights, recent 
studies (Snipes et al., 2005) suggested that employee job attitudes alone (e. g. job 
satisfaction and organisational commitment) are not enough to enhance service 
quality. Maintaining high service quality is also a function of providing employees 
with the control and authority to better serve their customers (Brymer, 1991; Lashley, 
1999). The logic behind this argument is that the quality of service delivery is likely 
to be heterogeneous across service encounters, and because of this heterogeneity, 
service employees must be adaptive in responding to the customers' needs. Therefore, 
employee empowerment is rapidly being implemented in organisations across a range 
of service industries (Fulford and Enz, 1995). However, despite abundant studies on 
employee empowerment in the organisational and services marketing literature (e. g. 
Conger and Kanungo, 1988; Thomas and Velthouse, 1990 Bowen and Lawler, 1992; 
Fulford and Enz, 1995; Spreitzer, 1995a), still much remains unexplored about its 
possible consequences in the restaurant industry. In other words, further conceptual 
and empirical evidence is needed to provide support for the benefits of empowerment. 
However, the concept of psychological empowerment is not clearly understood within 
the restaurant environment. Consequently, to address this gap, this study attempts to 
investigate the relationship between employees' empowerment and service quality in 
the Jordanian restaurant context. 
2 
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1.2 THE RESEARCH QUESTION 
Hospitality organisations have been concerned to gain greater competitive advantage 
by addressing issues of service quality. Since it is becoming increasingly difficult to 
create competitive advantage from the range of services offered, in many service 
firms it is the contact employees, and not the service itself, that provides the source of 
differentiation and creates competitive advantage (Pfeffer, 1994). Contact employees 
are usually a customer's first point of connection with the firm; they have the 
responsibility to sell the firm's service, deliver on the promise offered by the firm, and 
build an image (Bettencourt and Brown, 1997). Customers' satisfaction and 
customers' perceptions of service quality are significantly influenced by the attitudes 
and behaviours of service employees (Parasuraman, Zeithaml, and Berry, 1988; 
Bitner et al., 1990). Therefore, success in the hospitality industry depends on 
managing and retaining these service employees (Hartline and Ferrell, 1996). 
The services literature has proposed two main approaches for managing service 
employees. The production line approach (Levitt, 1972) implies that tasks are 
standardised and prescribed, thus managers can directly control employee interactions 
with customers. However, in fact, the problem of variability in customer perceptions 
of service, as well as service provider perceptions of customer needs and 
organisations' service specifications may not be well matched through this approach. 
Hence, allowing contact employees to exercise some level of discretion in all 
situations and to work beyond their prescribed scripts is essential to maintain a high 
quality of service. Accordingly, the idea of improving performance in service delivery 
is a strong driving force behind moves towards empowering customer-contact service 
employees (Bowen and Lawler, 1992; Lashley, 2001). 
Although the relationship between employee empowerment and service quality is 
intuitively plausible, very little research attention has been paid to the possible 
linkages between these concepts. A review of the service marketing literature has so 
far revealed only a handful of studies, with mixed results (e. g. Hartline and Ferrell, 
1996; King and Gary, 1997; Goodale et al., 1997; Geralis and Terziovski, 2003; 
Nielson and Pederson, 2003; Snipes et al., 2005; Ueno, 2008). For instance, while the 
King and Gary (1997) study did not support the relationship in the hotel industry, the 
3 
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Snipes et al. (2005) study has supported a strong indirect relationship in the 
educational context. Most of these previous studies have conceptualised 
empowerment as an organisational and structural perspective; only the Goodale et al. 
(1997) study has related psychological empowerment to service quality, and then only 
in the retailing industry. Following from this, the current study attempts to answer the 
main question: 
Does frontline employee empowerment have a positive effect on perceived service 
quality in the restaurant industry? 
1.3 THE AIM OF THE STUDY 
The aim of this study is to examine the relationship between psychological 
empowerment and perceived service quality in the restaurant industry. 
1.4 THE OBJECTIVES OF THE STUDY 
The objectives of this study are: 
1. To test a model that identifies the relationship between psychological 
empowerment and perceived service quality in the Jordanian restaurant 
industry. 
2. To measure employee's psychological empowerment in Jordanian restaurants. 
3. To measure employee's job satisfaction in Jordanian restaurants. 
4. To measure employee's organisational commitment in Jordanian restaurants. 
5. To measure employee's customer-oriented behaviour in Jordanian restaurants. 
6. To determine the path through which - employee job attitudes (job satisfaction 
and organisational commitment) or (employee behaviour) - psychological 
empowerment influences service quality. 
4 
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1.5 THE STRUCTURE OF THE STUDY 
The chapters of this thesis will be organised and arranged to cover the main ideas that 
help to explore the relevant literature and discover the major findings of this research. 
This thesis consists eight chapters. 
Chapter Two: This chapter is the first part of the literature review. The main theme 
of this chapter is to understand the importance of the people factor in the service 
context. It has three main parts: The first one focuses on the service context and deals 
with its characteristics and its implication in managing quality. The second part 
explores service quality models to understand and present the quality dimensions 
involved in the service context. The third part aims to present aspects of the 
interpersonal interaction during service delivery. 
Chapter Three: This chapter is the second part of the literature review. The aim of 
this chapter is to understand empowerment theory. This will be discussed in three 
stages. In the first part, the two main perspectives of empowerment will be presented. 
From this, a critical review of empowerment dimensions will be discussed. The 
second part of this chapter focuses on the outcomes of empowerment. Empowered 
behaviour and its consequences for employee effectiveness will be presented. In the 
third part, the possible links between empowerment and the well-known Service 
Profit Chain (SPC) model will be explored in order to give support for the conceptual 
model proposed in this study. 
Chapter Four: In this chapter, general facts about Jordan, its economy and the 
tourism industry will be discussed. Then the Jordanian restaurant industry, the context 
of this study, will be covered. 
Chapter Five: In this chapter all aspects of the research methodology will be 
discussed. It will be presented in four stages. The first three parts will focus on the 
research question, objectives and proposed study model and the hypotheses derived 
from it. Then the general methodology adapted in this study will be explained and 
justified. In the third part, the components of the research design will be covered. This 
includes the research instruments, sampling procedures and so on. In the final part, the 
selected statistical analyses will be explained. 
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Chapter Six: All descriptive and regression data analysis will be discussed in more 
detail in this chapter. A descriptive analysis of the sampled employees' gender, 
education, tenure, age and other demographic factors will be presented. In addition, 
the exploratory factor analysis, and reliability of the study instrument will be covered. 
Then, a regression test will be conducted in order to examine the proposed model and 
hypotheses derived from it. And finally, t-tests will be presented. 
Chapter Seven: In this chapter the study's major findings will be presented and 
discussed in the light of the results of previous studies. 
Chapter Eight: Based on the results discussed in chapter seven, this chapter will 
display the final conclusions. The implications of the research findings for theory and 
practice, the study's major limitations and recommendations for future research will 
also be discussed. Figure 1.1 presents the overall research structure. 
6 
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CHAPTER TWO 
SERVICE QUALITY 
2.0 INTRODUCTION 
Service quality is considered to be one of management's topmost competitive 
priorities and a prerequisite for the sustenance and growth of firms. The search for 
quality improvement has become a highly desired objective in today's intensively 
competitive markets. Quality management has been recognised as the major tool 
leading towards enhanced business performance, and several scholars have 
emphasised that quality improvement initiatives have resulted in a sustainable 
competitive advantage (Grönroos, 2000; Surehchnder et al., 2002). 
Any attempt to manage service quality must start with the full understanding of what 
customers' value in services offered, and what kind of service is considered as `high 
quality' for them. Knowledge of the content and formation of perceptions of service 
quality enables organisations to influence and control these attributes in a way that 
enhances the customer experience. The aim of the current chapter, however, is to 
explore the service marketing literature in order to present and understand the service 
context. It also aims to explore the debate around the conceptualisation and 
dimensions of service quality. 
This chapter has five sections. The first section will discuss the service context and 
the importance of the people factor in services. Then, a range of service quality 
models will be presented in section two. It is followed by a discussion of service 
quality measurement. A discussion of the employee-customer relationship will be 
presented in section four. Section five will highlight two main approaches for 
managing frontline employees, and finally, a conclusion will present a summary of 
the key issues highlighted to date. 
7 
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2.1 THE SERVICE CONTEXT 
The increasing interest in services has been accompanied by considerable 
disagreement and debate as to whether service is distinct from goods. However, as the 
service sector has become a major economic contributor for many countries, 
researchers have begun to recognise the importance of services as a distinct industry 
with distinctive characteristics. Researchers' efforts in this area have resulted in the 
recognition that services are unlike products, because of their different and unique 
characteristics including intangibility, inseparability, heterogeneity and perishability 
(Shostack, 1977; Zeithaml et al., 1985). These characteristics have significant 
implications for the delivery and marketing of services. 
It has been argued that the single most important difference between products and 
services is the characteristic of intangibility. Services are mainly concerned with 
process, performance, and deeds (Zeithaml et al., 1985). Services cannot be seen, 
tasted, felt, heard, or smelt in the same manner as goods. Consequently, they are 
experienced, and customers' judgments about them tend to be more subjective than 
objective, yet they can not be evaluated until they have happened (Grönroos, 1978; 
Hoffman and Bateson, 1997). Intangibility of services reflects the key role of the 
service provider in effecting customer experiences during service delivery. The 
service deliverer may play an important role in compensating for that `intangibility' of 
the service, by improving the service quality dimensions and customer satisfaction 
(Parasuraman et al., 1985; Mohr and Bitner, 1995). 
In the second characteristic, services do not exist until a customer presents in the 
service firm and decides to consume a service experience. This is inseparability, 
where services tend to be produced and consumed simultaneously through the 
interaction between customer and service provider (Solomon et al., 1985). This 
encounter underlines the importance of the service provider in effecting customers' 
perceptions. In such direct contact, customer-contact employees may use their 
capabilities to provide a better service quality and value to their customers, as well as 
solving customers' problems more efficiently. 
8 
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The third relevant characteristic is the `heterogeneity' of the service. This 
characteristic of service leads to variable quality from producer to producer, from 
customer to customer and from day to day (Zeithaml et al., 1985). This is because 
services depend on who provides them and when and where they are provided 
(Kotler, 1997). Furthermore, because the customer is usually involved in the 
production process of a service at the time it is consumed, it can be difficult to carry 
out monitoring and control to ensure consistent standards (Palmer, 1998). Thus a 
successful encounter will depend on the individual service deliverer being able to 
interpret the requirements of customers and use their discretion in personalising the 
service and meeting individual customer needs (Surprenant and Solomon, 1987; 
Gummesson, 1991). 
Finally, services are perishable; unlike goods that can be stored and sold later, 
services that are not sold when they are produced have no chance of being carried 
forward to be sold in the future. The characteristic of perishability makes it difficult 
for service providers to match supply and demand for services (Lockwood, 1996). 
Thus, having unused capacity in a service firm is rather like running water into a sink 
without a plug. The flow is wasted unless customers are present to receive it. When 
demand exceeds capacity, customers may be sent away disappointed unless they are 
prepared to wait (Lovelock, 2003, p. 14). 
From the previous discussion it can be argued that managing services is potentially 
different from, and more complex than managing goods. It is necessary for service 
firms to distinguish these features of services from those of manufacturing a product, 
and to build marketing, human resources and operation strategies unique to this 
industry, which will in turn enhance service quality. Gummesson argues that service 
dimensions lead to a direct consequence for service quality, and he stresses 
(Gummesson, 1991, p. 9): 
The type and degree of controllability that a service provider can exercise 
over the output is different from the controllability that can be exercised by 
a manufacturer. 
9 
K Odeh Chapter 2: Literature Review 
Indeed, controllability is different because the production of the service is partially 
performed in interaction with the customer, where the customer contributes to the 
service encounter just as much as the provider does. In addition to that, the place of 
service production is variable, with the provider having limited or no control over 
certain elements of the service process. According to Gummesson (1991, p. 10): 
Service design must differ from goods design in one essential aspect: it must 
include a certain amount of discretion and it must empower employees to 
use their best judgement in interaction with customers. Service design 
largely deals with human behaviour; beware of designed-in helplessness and 
stupification of personnel and customers. 
Moreover, while most value added and quality control for goods is performed on the 
factory floor before reaching customer hands, this is not possible in the service 
industry, where most value added is usually produced in front of customers with their 
co-operation. Thus, the variability of service quality is higher than in goods quality 
(Gummesson, 1991). This is mostly a consequence of the customer-employee 
interaction in the service delivery process, where the customer-contact employee may 
make the service experience much better or much worse. Hence, customer-contact 
employees can play a major part in improving the service quality, and using the 
variability issue as an opportunity to improve the service quality. Accordingly, there 
is a real need for consistent research to investigate the role played by customer- 
contact staff in the service sector, given the unique features of the service. 
Furthermore, it would be fruitful to find out more about the possible mechanisms that 
may affect service deliverer performance in the service encounter. 
Given the above discussions, it is evident that frontline employees play a key role in 
the service encounter (Bitner et al., 1990), and because of the importance of service 
encounters, and the responsiveness required by service providers, the debate regarding 
how to manage frontline employees is still evolving in the service marketing 
literature. On the one hand, it has been argued that some degree of discretion and 
latitude are important for enhancing employee performance (Bowen and Lawler, 
1992; Rafiq and Ahmed, 1998; Lashley, 1999). On the other, some researchers 
believe that standardising employee roles and scripts will be more efficient and will 
secure an optimum level of performance (Levitt, 1972,1976; Solomon et al., 1985; 
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Lockwood and Jones, 1989), but in fact not all services are the same, and the degree 
of intangibility, inseparability, perishability and heterogeneity will vary considerably 
(Lovelock, 1983). Hence, the key role of service employees and the degree of 
discretion required is likely to be influenced by the type of service. Thus, it is useful 
here to understand different types of services that exist, and what their characteristics 
are. The next section will present services' classifications. 
2.1.1 Services' Classifications 
Over the past years, various attempts have been made by marketing scholars to 
classify their products into different categories. Scholars in the goods sector have 
successfully classified their products into groups (e. g. consumer goods, durable goods 
etc. ). Recognition of these distinctions, according to Lovelock (1983), has led to 
different types of marketing strategies being directed at those groups in this sector. In 
contrast, service industries remain dominated by an approach that insists that each 
industry is different. For instance, Lovelock (1983) has reported that the marketing of 
airlines has nothing at all in common with that of banks, insurance providers, motels, 
hospitals or household movers. However, if it can be shown that some of these 
services do share certain marketing relevant features, then the stage may be set for 
some useful cross-fertilisation of concepts and strategies. Developing classification 
schemes is not enough if they do not yield managerial value and offer strategic 
insights (Lovelock, 1983). They can be used as guidance for service management to 
understand and enhance the customer-contact employees' role in the service delivery, 
as well as to clearly identify customer needs and expectations. 
According to Lovelock (1983), services can be classified into five clusters that share 
certain relevant marketing characteristics. Three of these classifications will be 
discussed here as they are relevant to this research theme, namely: 
1. The nature of the service act (tangible - intangible); 
2. The relationship between service provider and customers, and; 
3. The degree of customisation and discretion in the service delivery process. 
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A useful way of categorising services from the standpoint of human interactions is to 
consider what is being processed, and whether the nature of these processes is 
tangible or intangible. As figure 2.1 presents, services can be classified into four 
broad groups, with significantly different implications for the nature and extent of the 
contacts between customers and service employees. 
Figure 2.1: Understanding the Nature of the Service Act 
Who or What is the Direct Recipient of the Service? 
People Things 
What is Tangible Services directed to Services directed at goods and 
the Actions people's bodies: other physical possessions: 
Nature 
of the Health care. Freight transportation. 
Service Passenger Industrial equipment repair and Act? transportation. maintenance. 
Beauty salon. Laundry and dry cleaning. 
Restaurants. Janitorial services. 
Intangible Services directed at Services directed at intangible 
Actions people's minds: assets: 
Education. Banking. 
Broadcasting. Legal services. 
Information services. Accounting. 
Theatres. Securities. 
Museums. Insurance. 
Source: Adapted from Lovelock (1983, p. 12). 
The first group of services involve tangible actions to people's bodies, such as airline 
transportation, restaurants, and health care; the second group of services implies 
tangible actions to goods and other physical possessions, such as air flight, and 
laundry services; the third one has intangible actions directed at people's minds, such 
as education; and finally, services such as consulting and banking are concerned with 
intangible actions directed at people's intangible assets. However, some services can 
overlap between two or more categories. 
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The second classification of services describes the relationships between service 
suppliers and their customers. Based on this, services can be divided into a 
continuously rendered service and a discrete transaction. Figure 2.2 shows the 2x2 
matrix resulting in four relationship categories. 
Figure 2.2: Relationships with Customers 
Type of Relationship between the Service 
Organisation and its Customer 
Formal Relationship Non-Formal Relationship 
Service Continuous Banking. Public broadcasting. 
Delivery Internet service Refuse collection. 
provider. Policing. 
Telephone service Street lighting. 
Education. 
Discrete Subscriptions (i. e., Hairdressing. 
theatre). Air travel. 
Travel pass (for Car rental. 
students, pensioners Restaurant. 
etc. ). 
Source: Adapted from Lovelock (1983, p. 13). 
Service delivery may vary from continuous delivery and formal relationships with 
customers (e. g., banking, education), to discrete and informal relationships (e. g., air 
travel, hairdressing), to continuous in service delivery with an informal relationship 
(e. g., retail banking or hotel accommodation), and finally, to low customisation in 
both service delivery and in core service features (e. g., fast food or public transport). 
These four types of classifications have many implications for service firms' 
marketing strategy. For instance, firms that offer services which are used on a 
continuous basis must be able to build a good relationship with their customers, and 
concentrate on building a long term relationship. This can help organisations in 
keeping a database for their customers and determining each customer's wants and 
needs. Frontline employees can help a service organisation in this strategy in two 
ways: Firstly, customer-contact employees' are a good source of information about 
customers' wants and needs. Thus, employee involvement can enhance service 
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management by sharing customer-contact employee's opinions, as they are closer to 
customers, and have more knowledge than other persons within the organisations. 
Secondly, an interpersonal relationship between the service provider and customer 
can also help a service firm in building and keeping a good relationship with 
customers (Czepiel, 1990). In contrast, in the case of discrete service delivery, the 
service provider will usually gain from a transaction-oriented relationship strategy, 
although a relationship orientation is probably to be recommended in most cases 
(Grönroos, 2001). 
The third type of classification categorises services based on the level of 
customisation. As figure 2.3 shows: 
Figure 2.3: Customisation and Discretion in Service Delivery 
Customisation of Cor e Service Features 
High Low 
Customisation in High Legal Services. Education (large 
Delivery Education (tutorials). classes). Health care/surgery. Preventive health 
Plumbers. programs. 
Beauticians. 
Taxi services. 
Low Telephone service. Public 
Hotel services. transportation. 
Retail banking. Routine appliance 
Good restaurants. repair. 
Fast food 
restaurants. 
Movie theatres. 
Spectator sports. 
Source: Adapted form Lovelock (1983, p. 15). 
The level of customisation can range from high customisation in service delivery and 
in core product features (e. g., health care, taxi services), to low customisation in 
service features and high customisation in service delivery (e. g., education, preventive 
health programs), to high customisation in service features and low customisation in 
service delivery (e. g., hotel services, restaurants) to low customisation in both 
dimensions (e. g., fast food restaurants, public transportation). However, these 
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categorisations have many implications for service firm management; clearly where 
there is customisation as opposed to standardisation in service delivery, variability 
and heterogeneity would increase. In such circumstances, the people component may 
require particular attention as part of the marketing, operating and human resources 
strategy. The greater the degree of customisation, the higher the degree of flexibility 
and responsiveness needed on the part of the customer-contact employees. 
As the hospitality industry is the context of this study, it is necessary to look at some 
researchers' efforts that have been done to classify hospitality service processes. As 
figure 2.4 displays, Lockwood (1997) introduced interesting classifications for the 
services' processes in the service food operations. 
Figure 2.4: Alternative Approaches for Services' Excellence 
Interaction 
Focus 
High 
Customer 
contact 
Mass Professional 
services services 
Service Service shop 
factory 
Low High 
Customisation 
Source: Adapted from Lockwood (1997, p. 222). 
Individual 
Focus 
The basis of these classifications takes into consideration both the level of customer 
contact with the organisation service delivery system, and the degree of customisation 
in the service itself. As shown in the figure above, this formed a four way matrix of 
the services' processes. In the service factory there is a limited interaction between 
employees and customers, and very little, or no customisation of the service for the 
customers. Fast-food operations are typical of this organisational type. For instance, 
McDonalds has successfully standardised employees' jobs and its products. On the 
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other hand, the professional service covers those services where no two customers 
have the same requirements, and therefore each customer needs individual attention 
with a high level of customisation for both the product and delivery process. 
In the other service classifications, the mass service represents a working context 
where there is a high level of standardisation in the service; with a high level of 
customer-staff interaction in the service delivery process. In this context, a customer 
usually expects a standardised product, but with a highly customised service delivery 
process. Therefore, here not only the service product forms the customer's 
experiences, but more importantly the service provider has more influence in shaping 
this experience. Harvard restaurants represent a mass service operation. From the 
other side, the final classification is the service shop. Here, there is a small level of 
interaction between the organisation and its customers, but at the same time, a high 
level of customisation in the service is expected. In this context, service deliverers 
need to adapt their performance to meet the needs of predictable but different 
customer service types. TGI Fridays simplified this kind of operation. 
As can be seen, this classification is useful in determining the level of interactions 
between service firms and their customers. Lockwood's classification is useful in 
helping services' organisations in analysing and matching their specific service 
processes with a suitable system of management. For instance, the amount of 
discretion to be exercised by employees raises important issues of the control of 
employee performance. As shown already, the discretion level of frontline employees 
in fast food is small; accordingly, the operation focus suggested by this matrix is 
suitable for fast-food restaurants. This view corresponded well with Levitt's (1972) 
production line approach presented earlier in this section. But this does not fit the 
professional service context, where the main contributor to the effectiveness of the 
service delivery is frontline employees themselves. In this case, the level of discretion 
to be exercised by frontline employees is larger; thus, giving employees more latitude 
during service delivery is more suitable than scripting their tasks. 
To conclude, one important aspect of the service is its people alongside the service 
process, and the physical surroundings of the service provision. Again, the four 
characteristics of services in general and, the inseparability and heterogeneity of 
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services in particular, reflect the importance of staff-customer relationships in shaping 
customer experience. It also affects customer-contact employee's behaviour and 
attitudes. The people factor in services complicates management's task, since it means 
customers may be evaluating the quality of employees' appearance and social skills, 
as well as their technical skills. Businesses involving extensive service encounters 
tend to be harder to manage than those without such elements, because of the human 
element. And consistent execution becomes that much harder to achieve, thereby 
complicating the task of those responsible for the quality improvement effort 
(Lovelock, 1995). 
In high-contact services, customers need to be physically present in the service 
factory, observing all aspects of a service delivery system. And their satisfaction with 
service will be affected by the interactions they have with service facilities, the 
service deliverer and other customers. Organisations must create the physical settings 
in which services occur, referred to as the "servicesscape" (Bitner, 1992). The safety, 
comfort, and convenience of a customer are the organisation's responsibility within 
the servicesscape. Moreover, the appearance of the service settings must also be 
designed in a way that can attract the customers, as servicesscape has been considered 
as one of the important dimensions of quality of service that customers usually 
experience. 
More importantly, the role of frontline employees in services is also critical. They are 
part of the service product, performing an operational role, as well as a marketing 
task. Concepts such as part time marketer, relationship marketing, customer 
orientation, emotional labour, which were suggested by authors such as Gummesson 
(1987), Kelly (1992), and Ashforth et al. (1993), Berry (1995) indicated that frontline 
employees must not only have technical skills, but they must also have interpersonal 
and communication skills in order to enhance the effectiveness of service delivery 
processes. So, both marketers, operational and human resources managers must work 
together in order to ensure that contact employees have both the personal and 
technical skills needed to perform well; consequently, all aspects of service quality 
can be enhanced. It is expected that the hospitality encounter is a high contact service, 
and thus frontline employees play a critical role in service delivery and in effecting 
service quality. 
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2.2 SERVICE QUALITY MODELS 
2.2.1 Defining Service Quality 
Quality is an extremely difficult concept to define in a few words. It has been defined 
in different ways, with the most common conceptualisation arising from consideration 
of the quality of goods, rather than the quality of services. However, before the start 
of investigating service quality definitions, it is important to understand some 
definitions of quality that exist in the wider business environment. This will allow 
some understanding of where current issues in the application of quality to services 
have arisen. 
Reeves and Bednar (1994) and Gravin (1988) presented different approaches for 
understanding quality, which are a good summary for the different ways quality is 
viewed in the literature. These are: 
1. Product-based. 
2. User-based. 
3. Manufacturing-based. 
4. Value-based. 
In the first view, product-based, quality is seen as a direct outcome of the number of 
features or attributes of a product; "Quality is zero defects". Under this view, a good 
product quality is one that has more attractive attributes. Differences in quality then 
reflect in the differences in the quantity of some ingredient or attribute possessed by a 
product. 
The user-based definition implies that quality is all about "Fitness for use" (Juran, 
1980). It is simply determined by the extent of the product being able to satisfy 
customers' needs. A good product quality, then, is that product which successfully 
serves the purpose of the user during usage. The problem in this definition of quality 
is that it is highly subjective, since each customer has his own view of quality. 
Crosby (1984) defined quality as "conforming to requirements". Thus, in the 
manufacturing-based perspective, quality is considered entirely in terms of conformity 
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to a previously set specification. Since each product must meet a finite number of 
specifications as a function of the production process, quality is measured by 
conformance, with divergence considered as a decrease in quality. 
The final view of quality in the literature revolves around issues of value. This view 
sees quality as a function of customer benefit relative to price or cost. In simple terms, 
quality is assessed as the difference in a customer's investment in acquiring or 
consuming a product relative to the benefits or satisfaction they will have (Kasper et 
al., 2006). 
As can be seen from the previous discussion, several quality definitions might be 
found, and each definition has seen quality from a particular side. Despite this, most 
of these definitions emphasised a customer's perception of the quality. Only the 
manufacturing-based view has stressed the organisational view. However, whatever 
product an organisation offers to the market, be it physical or service-based, 
organisations can never know precisely how its quality will be evaluated. This fact 
makes it harder for a service organisation to define its quality, given the 
characteristics of service presented in the previous section. 
Quality in the service context has been described as "an elusive and indistinct 
construct" (Parasuraman et al., 1985, p. 41). Despite this, service quality scholars over 
the past two decades support two key concepts relating to the development of service 
quality perceptions: 
1. The disconfirmation paradigm, and; 
2. An attitude-based view. 
The traditional conceptualisations of service quality are based on the disconfirmation 
paradigm - perceived quality is viewed as the result of comparing particular 
performance with some kind of a standard. For instance, Grönroos has defined 
perceived service quality as: 
The outcome of an evaluation process where the customers compare their 
expectations with the service they have received. 
(Grönroos, 1984, p. 37) 
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In line with this, Parasuraman, Zeithaml, and Berry define the concept of service 
quality as a form of attitude, related, but not equivalent to satisfaction, that results 
from a comparison of expectation with perception of performance. Expectations are 
viewed as the desires or wants of customers, i. e., what they feel a service provider 
should offer rather than would offer (Parasuraman et al., 1988). 
Many researchers (e. g. Cronin and Taylor, 1992; Teas, 1993,1994) criticize the 
conceptual foundation of the disconfirmation paradigm. Cronin and Taylor (1992) 
point out that the confusion in the literature is over the relationship between service 
quality and customer satisfaction. According to them, the concept of service quality 
should be the customers' attitudes towards the service, as the concept of satisfaction is 
defined as a gap between expectations and performance. Thus, they developed 
alternative models of perceived service quality based on an evaluation of performance 
for specific service attributes, concluding that the evaluated performance model could 
overcome some of the problems associated with the gap conceptualisation of service 
quality. 
In light of the previous discussion, it is logical to conclude that service quality is an 
experience in the customer's mind; it is not viewed as a single construct, but rather as 
an aggregate of several dimensions or components. Despite this, to date there is no 
general agreement, either about the nature or the content of these dimensions. 
However, to enhance our understanding the following part of this section will discuss 
researchers' efforts in this area. 
2.2.2 Service Quality Models 
In the service marketing literature, several models have been developed in order to 
find out the determinants of the concept of service quality. These models aim to help 
management in understanding how customers evaluate quality in the service context. 
It can be classified into two main schools of thought: the Nordic school and the 
American School (Gap Model). 
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2.2.2.1 Nordic School Service Quality Model 
2.2.2.1.1 The Grönroos Model 
According to this model, managing perceived service quality means that the service 
firm must match the expected service and perceived service to each other, so that 
customer satisfaction will be achieved. Grönroos (1984) argued that service quality is 
a function of three dimensions, namely: technical quality, functional quality; and 
image, as figure 2.5 shows: 
Figure 2.5: Grönroos Model 
Expected Perceived 
service Perceived service quality service 
Vý, 4R 
Traditional marketing 
(advertising, personal 
selling, PR, pricing); 
and external influence 
by traditions, ideology, 
and word of mouth 
1 Image 
What? How? 
Source: Adapted from Grönroos (1984, p. 40). 
The first dimension is technical quality. It refers to `what' the customer receives in his 
interaction with the service organisation: e. g., the meal in a restaurant; the bedrooms 
in a hotel. Technical quality may be capable of objective measurement as with any 
product, and it forms an important element in any customer's evaluation of service. It 
encompasses the "know-how" of a firm, machines and the knowledge and technical 
competence of staff. 
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The second dimension in this model is functional quality, which refers to `how' the 
technical elements of service are transferred to customers. According to Grönroos, 
two important components of how the technical elements of service are provided are 
the process and the people involved in operating the system. This may relate to factors 
such as the attitude and behaviour of staff towards customers, the service-mindedness 
of personnel, the appearance of service employees and accessibility of service. The 
functional quality is less capable of objective measurement. Hence, it represents an 
important element in any customer's evaluation of a service. 
In addition to the above dimensions, Grönroos (1984) incorporated the third 
dimension of `corporate image'. Grönroos argued that corporate image is very 
important to the service firm, and this can be expected to be built up mainly by 
technical and functional quality of service. It can also be enhanced by several 
marketing functions (e. g. advertising, price, word of mouth, etc. ). 
Grönroos attempts to determine the relative importance of both dimensions (technical 
and functional) in the perception of service quality; he indicated that functional 
performance was considered to be more important than technical performance, 
provided the latter reached a satisfactory level. Grönroos' findings also indicated that 
by delivering a high level of functional performance, the service firm compensates 
any problem in the technical dimension. 
2.2.2.1.2 The Lehtinen and Lehtinen Model 
Lehtinen and Lehtinen (1991) introduced two approaches in order to understand 
service quality; three-dimensional and two-dimensional. According to the first view, 
service quality includes three main dimensions; physical quality, interactive quality 
and corporate quality. The first dimension is the physical quality; it represents the 
quality derived from the physical elements of the service. This will include both the 
physical product, for example, food and drinks in the restaurants and bars, and the 
framework of physical support that facilitates production of the service, as figure 2.6 
displays. 
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Figurc2.6: Physical Elements in Service Production 
Physical elements 
Physical II Physical 
product support 
Environment II Instruments 
Source: Adapted from Lehtinen and Lehtinen (1991, p. 289). 
The physical product can be any item consumed during the service production 
process, so usually it can be evaluated in an objective manner. The second part of 
physical quality is the physical support, which is a framework that enables or 
facilitates the production process of the service. It can be divided into two categories; 
the service firm environment (firm appearance, decoration, etc. ), and the equipment 
used in delivering services. 
The second dimension in this model is the interactive quality. This feature relates to 
interactions between customers and the interactive elements of the service provider. 
These elements may be mechanical, as in the case of an ATM, or human, such as 
waiters in restaurants. Interactions between different groups of customers would also 
be an important feature of interactive quality. In addition to this, organization quality 
was considered in the Lehtnien and Lehtnien model as a third dimension. The 
corporate quality is time dimension based; it usually develops incrementally during 
the history of the service organisation. It is argued that this dimension can be used as 
a way to cover some drawbacks related to the other aspects of quality in the service 
firm. Yet, while the two dimensions mentioned above cannot be evaluated until the 
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customer has been to the firm, the corporate dimension is the only one that can be 
experienced by a customer before participating in the service production process. 
An alternative, yet complementary approach to quality simply utilises two 
dimensions; process quality and output quality of service production (Lehtinen and 
Lehtinen, 1991). This perspective is more abstract in nature and concentrates more on 
customer opinion. According to Lehtinen and Lehtinen (1991), quality in service 
firms may be divided into two main dimensions: process quality and output quality. 
Process quality is the customers' subjective judgments, and draws upon their view of 
the production process and from feelings of how well they fit into it. This depends on 
the nature of the service, and the level of the customers' participation in the service 
delivery process. The more customers become part of the production process, the 
more they will contribute to service quality levels. 
The second dimension, output quality, represents the customers' evaluation of the 
service production process. This can include both tangible and intangible elements. 
For example, Lehtinen and Lehtinen (1991) stress that the output of tourism is often 
intangible, as it is represented by personal feelings and experiences. These dimensions 
are parallel with two dimensions (functional and technical) suggested earlier by the 
Grönroos (1984) model. 
To summarise, the Nordic school has made several major contributions to the field of 
service quality. This can be seen through the identifying of, and the distinguishing 
between several quality dimensions. Moreover, this school stresses the interactive 
nature of seller-customer interactions and emphasises relationship quality. It also 
stresses the importance of functional quality over the technical one, as it is usually 
more difficult for customers and service providers to evaluate than the technical 
quality, but at the same time, the integration of both dimensions is recommended. 
Another area which this school also introduced is that of corporate image, which is 
not considered in the gap model. Despite this, the Nordic school model has been 
criticised as it remains at a theoretical level, and was developed in one service context 
(Ekinci, 2002). For instance, Grönroos' model was developed based on a Swedish 
sample only; Lehtinen's model was tested and developed in a restaurant context, thus, 
generalisation of these results needs to be carefully handled. 
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2.2.2.2 The American School (Gap Model) 
Parasuraman et al. (1985) suggested that service quality is a function of the 
differences between customer expectation and actual performance along quality 
dimensions. They developed an interesting service quality model based on gap 
analysis. According to this model, managing service quality is concerned with 
managing the gaps between expectations and perceptions on the part of management, 
employees and customers. The most important one is that between customers' 
expectation of service, and their perception of the service actually delivered. As figure 
2.7 displays, service quality, as perceived by a customer, depends on the size and 
direction of Gaps which, in turn, depends on the nature of the gaps associated with 
the design, marketing and delivery of services. 
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Figure 2.7: The Gap Model 
Word of mouth I Personal needs 
communication 
Consumer 
Expected service 
Gap 5 
Perceived service 
Past experience 
Marketer Service delivery (including 
Gap 4 
External 
pre- and post-contacts) Communications 
Gap 1 with the 
Gap 3 consumer 
Translation of perceptions 
into service quality 
specifications 
Gap 2 
Service delivery (including 
pre- and post-contacts) 
Source: Adapted from Parasuraman et al. (1985). 
The gap model was later extended to include a framework to guide the management 
of service quality by identifying the potential antecedents of each gap (Zeithaml et. 
al., 1988). As figure 2.8 displays, there are four gaps that may help the service firm in 
understanding how to close the service quality gap (Gaps). These gaps are the 
understanding gap, the design gap, the delivery gap, and the communication gap. 
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Figure 2.8: Extended Gap Model 
Marketing research 
orientation 
Upward Gap 1 
communication 
Levels of management 
Management 
commitment to 
service quality 
Goal setting Gap 2 
Task standardisation 
Perception of 
feasibility 
Team work 
Employee job fit 
Technology job fit 
Perceived control Gap 3 
Supervisory control 
System s 
Role conflict 
Role ambiguity 
Horizontal 
communication 
Gap 4 
Levels of management 
Source: Adapted from Zeithaml et al. (1988). 
Gap 5 
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Quality) 
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I Responsiveness 
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Gap 1: The Knowledge Gap 
The first gap is concerned with the difference between what customers expect and 
what managers think customers expect (Parasuraman et al., 1985). Managers need to 
understand customers' expectations adequately if the right priorities are to be set, the 
right facility to be provided, and qualified staff to be hired. This gap arises when there 
is inadequate research into market and customer needs, poor communication between 
customer-contact employees and management, and finally, inadequate management 
structure. 
Gap 2: The Standard Gap 
Even if customer expectations have been accurately defined, the second gap may open 
between management's perceptions of consumer expectations and service quality 
specifications. Thus, management understanding of customer needs must be 
accurately translated into appropriate specifications and performance standards. Gap 
2, according to Zeithaml et al. (1988), is affected by such things as lack of 
management commitment to service quality, setting goals for service quality, task 
standardisation, and perception of the feasibility of meeting customer expectations. 
Gap 3: The Delivery Gap 
The difference between service quality specifications and the service actually 
delivered is termed the service performance gap. The service performance gap occurs 
when employees are unable and/or unwilling to perform the service at the desired 
level (Zeithaml et al., 1988). This gap is influenced by the extent of teamwork 
perceived by employees, employee job fit, technology job fit, the extent of perceived 
control experienced by customer-contact personnel, and the extent of role ambiguity 
experienced by customer-contact personnel. Such factors might also have a greater 
impact on the relationship between the customer-contact employees and their 
customers. Even when guidelines exist for performing services well and treating 
consumers correctly, high quality service performance may not be a certainty 
(Parasuraman et al., 1985). Managers recognize that a service firm's employees exert 
a strong influence on the service quality perceived by consumers, and that employee 
performance cannot always be standardised. When asked what causes service quality 
problems, managers consistently mentioned the pivotal role of contact personnel 
(Parasuraman et al., 1985, p. 45). 
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Gap 4: The Communication Gap 
The difference between the actual quality of service delivery and the quality of that 
service delivery as promoted to consumers in the firm's external communications is 
the communication gap. This discrepancy can result from a lack of communication 
within the firm, especially between customer-contact employees and other employees, 
and/or when firms make offers to their customers that they can't always deliver. 
Gap 5: The Service Quality Gap 
This gap is the most important gap in this model. It reflects the overall difference 
between expected and perceived service. It is made up by the sum total of the 
preceding four gaps. For measuring this gap, Parasuraman and his colleagues (1985) 
have developed a special measurement, known as the SERVQUAL; it measures the 
discrepancy between customer expectation and perceptions of service quality along 
five dimensions (reliability, tangible, assurance, empathy and responsiveness). 
In sum, the American school has many contributions for the service quality literature; 
the SERVQUAL model has presented five gaps which help the service firm in 
understanding and managing service quality. These gaps are not only able to predict 
customer evaluations; they also have an important practical or managerial value 
related to the improvement of service quality (Zeithaml et al., 1990; Parasuraman et 
al., 1994). The calculation of gaps should help to identify specific discrepancies 
among service participants. Also, this model has an advantage over the Nordic model 
in that it has empirically developed five dimensions of quality in the service context. 
However, this model and its measurement have been widely criticised on a number of 
theoretical and empirical grounds. Using the gap methodology for measuring quality 
dimensions is not valid as this approach suggested in customer satisfaction literature. 
Also the universality of these dimensions has been questioned by many researchers 
(e. g., Carman, 1990; Buttle, 1996; Ekinci, 2002). Moreover, this model is challenged 
as being more process oriented, and neglects the two other dimensions of output 
quality and corporate image. 
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2.2.2.3 The Other Service Quality Models 
2.2.2.3.1 The Three-Component Model of Service Quality 
Rust and Oliver (1994) point out that managing service quality involves three distinct 
aspects: designing the service product, designing the service environment, and 
delivering the service delivery process. As figure 2.9 displays: 
Figure 2.9: Components of Quality 
Source: Adapted from Rust and Oliver (1994, p. 11). 
The first dimension in this model is the physical product; it may be found in some 
services and absent in pure service contexts. For instance, in restaurants this can be 
food and beverages. Thus, it can be objectively measured and evaluated. The second 
dimension is the service product; it is the service as it is designed to be delivered with 
specific features. For instance, the service firm may set a specification that any 
customer will wait in line for no more than 5 minutes. The firm may or may not 
actually accomplish this target, but it is the goal that shapes the service offering. The 
third dimension, according to this model, is the service delivery process; it is 
concerned with how customers get the service product. It relates to role performance 
of both the customers and service deliverer in the service encounter. This dimension 
was mentioned earlier in both the Nordic and Gap models. 
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The final dimension is the service environment; it can be classified into two main 
categories: internal and external environment. The internal environment includes 
organizational culture, internal marketing, employee support and rewards, market 
orientation and other activities related to internal service firm management. The 
external environment in this model is related to physical environment and the 
appearance of the service setting (e. g. decor, office, employee appearance and 
uniform, etc. ). This has been known in service quality literature as "servicesscape" 
(Bitner, 1992). 
2.2.2.3.2 The Hierarchical Model of Service Quality 
Brady and Cronin (2001) have considered service quality as consisting of three 
components, by adding a third dimension - service environment, suggested by Rust 
and Oliver (1994) - to Grönroos' two original dimensions - technical quality and 
functional quality. Their hierarchical model is presented in figure 2.10. 
Figure 2.10: The Hierarchical Model of Service Quality 
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Source: Adapted from Brady and Cronin (2001, p. 37). 
Brady and Cronin suggested that each of the primary dimensions of service quality 
(interaction, environment and outcome quality) has three sub-dimensions, and 
customers will aggregate their evaluations of the sub-dimensions to form their 
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perceptions of an organisation's performance on each of the three primary 
dimensions. Customers form their service quality perceptions on the basis of an 
evaluation of performance at multiple levels, and ultimately combine these 
evaluations to arrive at an overall service quality perception (Brady and Cronin, 
2001). 
Although these models have integrated both the Nordic and American school models, 
as do previous models, these models have some limitations. First, Rust and Oliver's 
work is a theoretical model. Secondly, the corporate quality which is suggested by the 
Nordic school is not included in either model. And finally, although Brady and Cronin 
tested their model empirically, the four services tested account for only a small 
portion of service industries, which makes generalising the result risky. Indeed, in 
their recent study in a restaurant industry, Chow et al., 2007 failed to confirm the 
three dimensions. While interaction and physical quality significantly predicted 
service quality, as Brady and Cronin originally developed, the outcomes quality did 
not. 
2.3 SERVICE QUALITY MEASUREMENT 
The increasing importance of service quality as a means of gaining competitive 
advantage, has led to the recent development and application of a series of attribution 
based measurement techniques, aimed at assessing customer perceived service quality 
within the broad services sector (Parasuraman, Zeithaml, and Berry, 1985; Cronin and 
Taylor, 1992). Despite this, the subject of conceptualizing quality in service 
environment, and the number of its dimensions, is still a research area subject to 
debate in the service marketing literature. However, researchers generally have 
adopted two main approaches: the expectancy-disconfirmation paradigm 
(SERVQUAL), and the perception only paradigm (SERVPERF). 
2.3.1 The SERVQUAL Scale 
In 1988, Parasuraman et al. developed a multiple-item instrument named 
SERVQUAL, based on their original Gap model, for measuring service quality. It 
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aims to measure perceptions of service across the five quality dimensions identified 
by Parasuraman et al. (1988): 
1. Tangible: physical facilities, equipment, and appearance of personnel. 
2. Reliability: ability to perform the desired service dependably, accurately and 
consistently. 
3. Responsiveness: willingness to provide prompt service and help customers. 
4. Assurance: Knowledge, competence, ability to convey trust, confidence, and 
credibility. 
5. Empathy: provision of caring, individualised attention. 
Utilizing the procedures recommended by Churchill (1979) for developing better 
measures of marketing construct, Parasuraman et al. (1988) generated 22 items for 
measuring quality dimensions. The instrument consists of two sets of 22 statements: 
The first set aims to determine a customer's expectations of a service firm, for 
example, "they should have up-to-date equipment"; while the second set seeks to 
ascertain the customer's perceptions of the firm's performance, for example, "XYZ 
has up-to-date equipment". The respondent is asked to rate his/her expectations and 
perceptions of performance on a seven-point Likert scale ranging from 1 (strongly 
disagree) to 7 (strongly agree). The results of the survey are then used to identify 
positive and negative gaps in the firm's performance on the five service quality 
dimensions. 
Based upon input from other critical studies (see the following next), Parasuraman et 
al. (1991,1994) published two reassessments of SERVQUAL. The 1991 review 
produced the following refinements: 
1. Negatively worded items were changed to a positive format. 
2. One new item was added under tangibles, and one was added under assurance, 
to more fully capture the dimension. 
3. Customers were asked to allocate 100 points across the dimensions as an 
indication of relative importance. 
In their (1994a, b) reassessment, Parasuraman et al. continued to defend their use of 
the perception minus expectation measurement, in spite of the fact that performance 
only has a slightly higher predictive power regarding service quality. They claimed 
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that there is value in the diagnostic value of the gap measure, and practical usefulness 
in measuring expectations. In this version they have suggested that three levels of 
expectations can be defined against which quality is assessed: The desired level of 
service, reflecting what the customer ideally wants; the adequate service level, 
defined as the standard that customers are willing to accept; and the predicted service 
level - that which they believe is most likely to actually occur. This will result in the 
idea of zones of tolerance that may exist in consumers' perceptions of service quality. 
If perceptions fall below the desired level of service, this may still be acceptable, as 
long as it does not fall below expectations based on adequate level of service. In other 
words, rather than a service either meeting or failing a consumers' quality 
expectations, there is an intermediate zone of tolerance. 
In response to the new view mentioned above, and in an attempt to resolve some 
methodological problems aligned to the SERVQUAL instrument, Parasuraman et al. 
modified the SERVQUAL's structure to capture not only the discrepancy between 
perceived service and desired service expectation (labelled as a measure of service 
superiority (or MSS), but also the discrepancy between perceived service and 
adequate service (labelled as a measure of service adequacy (or MSA) (Parasuraman 
et al., 1994b). They further introduced three alternative scales (three-column format, 
two-column format and one-column format). 
Based on empirical tests for the instrument, Parasuraman et al. claim that 
SERVQUAL is both a reliable and a valid measure of service quality (Parasuraman et. 
al., 1988,1991,1993). They also claim that the instrument is applicable to a wide 
variety of service contexts (Parasuraman et. al., 1988). Although the SERVQUAL 
instrument as an assessment and management tool has been valued in service 
marketing literature, it has been challenged on a number of grounds. Two of the more 
substantive critiques of SERVQUAL were around the issue of the dimensional, 
operational level (Carman, 1990; Cronin and Taylor, 1992; Teas 1993). 
2.3.1.1 The Limitations of the SERVQUAL Scale 
Parasuraman et al. (1988) initially claim that their five service quality dimensions are 
generic, and thus these dimensions represent a "skeleton" for all service industries. In 
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contrast, however, several researchers have suggested that the service quality 
dimensions are contextual, and not universally applicable (Carman, 1990; Buttle, 
1996; Ekinci, 2002) and need to be customised to the context in which a given service 
is being evaluated (Babakus and Boller, 1992). 
Carman (1990) attempted to investigate the ability of the SERVQUAL dimensions to 
be generalised through different services settings. He thus studied four service firms 
(a dental school patient, business school placement centre, a tyre store, and hospital). 
Carman (1990) concluded that the stability of the dimensions was impressive, but he 
challenged the claim that the instrument was generically applicable across a spectrum 
of services. He suggested that for each service being evaluated: (1) eight (versus five) 
of the original ten dimensions should be retained until factor analysis indicates that 
they are not unique; (2) items defining dimensions needed to be customised; and (3) 
the revised instrument must to be checked for reliability and validity before 
commercial application. 
Babakus and Boller (1992) performed an empirical study using the SERVQUAL 
instrument. The data were obtained from an electronics company and a gas company, 
leading them to conclude that the five dimensions suggested by Parasuraman et al. 
(1988) are problematic, and that in the kind of service under investigation, service 
quality is a one-dimensional rather than five-dimensional construct. They comment 
that the domain of service quality may be factorialy complex in some industries and 
very simple in others. Babakus and Boller (1992) thus argue that the number of 
service quality dimensions is dependent on the particular service being evaluated. 
In addition, this instrument had been criticised for being focused on the functional 
dimension of service (service delivery process), while ignoring the technical aspect 
(outcomes of the service process) (Buttle, 1996; Cronin and Taylor, 1992). 
Several scholars, such as Cronin and Taylor (1992,1994) and Teas (1993), argued 
that the disconfirmation paradigm that SERVQUAL applied was inappropriate for 
measuring perceived service quality. Cronin and Taylor (1992,1994) questioned 
SERVQUAL'S operationalising of service quality, asserting that it confuses 
satisfaction and attitude. They argue that SERVQUAL actually does not measure 
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either customer satisfaction or service quality, but rather it appears, at best, as an 
operationlisation of only one of the many forms of expectancy-disconfirmation 
(Cronin and Taylor, 1994). Their research results indicated that: (1) performance- 
based measures are better predictors of service quality than gap (perceptions minus 
expectations) measurements; (2) service quality is an antecedent to satisfaction, as 
opposed to the other way around, as suggested by Bitner (1990); and (3) satisfaction 
is better than service quality at predicting customer purchase intentions (Cronin and 
Taylor, 1992). 
Carman (1990) states that there is little theoretical or empirical evidence supporting 
the relevance of the expectations-performance gap as the basis for measuring service 
quality (Carman, 1990). Carman also calls into question Parasuraman et al. 's 
collection of expectation data after a customer actually uses the service. He claims 
that this should be done before using the service, even though this is rarely practical. 
Carman further maintains that even when this is done, expectations and perceptions 
showed little relationship to one another. He noted the importance of customer 
expectations, but challenged future researchers to develop alternative procedures for 
the collection and analysis of expectation data (Carman, 1990). 
Teas (1993,1994) also criticises the conceptual foundation of the disconfirmation 
paradigm, citing the theoretical impossibility that those performance levels that 
exceed a consumers' ideal standard should be evaluated at a higher level than those 
that are "ideal". Finally, from a measurement perspective, there are three 
psychometric problems associated with the use of the difference score: reliability, 
discriminate validity, and variance restriction problems. Brown et al. (1993) found 
evidence that these psychometric problems indeed arise with the use of SERVQUAL; 
they recommended instead the use of non-difference score measures which display 
better discriminate validity. 
2.3.2 The SERVPERF Scale 
As a result of the problem aligned with the application of SERVQUAL, some 
researchers have indicated that a more direct approach to the measurement of service 
quality might overcome part of this problem. Cronin and Taylor (1992) proposed 
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`SERVPERF' as a measurement of service quality based on performance only. They 
suggested two approaches to measuring service quality: an importance-weighted 
evaluation of specific service attributes, or just an evaluation of performance on 
specific service attributes. 
SERVEPERF is similar to SERVQUAL in that it requires customers to rate the 
performance of the service provider, but it differs in not trying to establish any 
difference between expectation and perceptions. Cronin and Taylor (1992) claim that 
SERVEPERF is superior in comparison to other measurements. Indeed, many studies 
in different service contexts have used this tool, and the results showed that 
SERVPERF does overcome some of the technical problems associated with 
SERVQUAL - including gap score problems, difficulties in administrating two parts 
of the questionnaire (before and after), and certain statistical problems. Furthermore, 
many researchers have adapted this tool for measuring service quality from the 
employees' perspective. 
2.3.3 Service Quality Measurement in the Hospitality Industry 
It has been argued that the number of dimensions, and the nature of the service quality 
construct may be industry specific (Cronin, 1990). The hospitality industry is not an 
exception to this view. Indeed, many researchers have examined quality dimensions 
in the hospitality industry through the application of SERVQUAL, or through 
modified versions such as DINESERV and LODGSERV (e. g. Kim et al., 2008; Chow 
et al., 2007; Wilkins et al., 2007; Akbaba, 2006; Juwaheer, 2004; Ekinci et al., 2003; 
Tsang and Qu, 2000; Mei et al., 1999; Johns and Tyas 1996; Bojanic and Rosen 1994; 
Richard et al. 1994; Saleh and Ryan 1991; Knuston et al. 1991). The results of these 
studies showed a debatable result in terms of the number and nature of service quality 
dimensions. 
In 1991, Knuston et al. developed an instrument known as LODGSERV for 
measuring service quality in the hotel industry. Based on the five dimensions of the 
SERVQUAL model, Knuston et al. (1991) have developed their 26-item index, which 
was designed to assess customers' expectations of service quality in the lodging 
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industry. Initially, this index consisted of 36 items, but after numerous testing stages, 
10 items were deleted. The empirical results showed that in the hotel context, the most 
critical dimension is reliability of service (Mean = 6.39), followed by assurance, 
responsiveness, tangibles and empathy, respectively. Knuston et al. further proved 
that LODGSERV is a reliable and valid instrument for measuring service quality in 
the hotel industry. 
Saleh and Ryan (1991) used the SERVQUAL scale in the hotel industry. They 
distinguished five factors: conviviality, tangibles, reassurance, sarcasm avoidance, 
and empathy. These five factors explained 78.6 percent of the total variance. Factor 
analysis indicated that for the hospitality industry, a two-dimensional approach 
(tangible, and conviviality) explained (67%) from the total variance (78.6%). Based 
on these results a two-dimensional model is suitable, rather than five dimensions, in 
the hotel industry. 
Ekinci et al. (1998) tested a service quality measurement in the context of Turkish 
hotel resorts. The results of this study also supported the two-dimensional perspective 
in the hospitality industry. And more recently, Ekinci et al. (2003) have investigated 
SERVQUAL in the UK hotel industry. Factor analyses in this study have also 
confirmed the two-dimensional perspective. Thus, the result challenged Parasuraman 
et al. 's five-dimensional perspectives. 
Mei et al. (1999) studied 155 three to five star hotels in Australia using a modified 
version of the SERVQUAL scale. Their research aimed at testing the reliability of the 
SERVQUAL model by establishing the number of dimensions of service quality in 
the hospitality industry; and to determine which dimension is the best predictor of 
overall service quality. The modified version of SERVQUAL developed by Mei et al. 
(1999) added eight items which were considered to specifically relate to the 
hospitality industry, and deleted three items. This customised version of SERVQUAL 
was renamed HOLSERV. Based on their findings, Mei et al. (1999) suggest that there 
are three dimensions of service quality in the hospitality industry: employees, 
tangibles and reliability. They also argue that the employees dimension emerged as 
the best predictor of overall service quality. 
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Recently, Akabab (2006) and Wilkins et al., (2007) explored service quality across 
different hotels settings. Akabab (2006) examined service quality in Turkish business 
hotels, the findings of his study confirmed the five-dimensional structure of 
SERVQUAL; however, some of the dimensions found and their components were 
different from SERVQUAL. The five service quality dimensions identified were 
named as tangibles, adequacy in service supply, understanding and caring, assurance, 
and convenience. Akabab's findings showed that business travellers had the highest 
expectations for the dimension of convenience followed by assurance, tangibles, 
adequacy in service supply, and understanding and caring. He further reported that the 
SERVQUAL scale as useful tool for measuring service quality in hotel industry, but it 
needed to be adapted for the specific service segments and for the cultural context 
within which it was used. On the other hand, in line with Brady and Cronin (2001) 
arguments, Wilkins et al., (2007) found that customers form their service quality 
perceptions on the basis of evaluation of performance at multiple levels and combine 
these evaluations to arrive at an overall service quality perception. In their study, in a 
context of luxury hotels, they found that service quality divides into three main types: 
physical service quality, service experience and quality food and beverage. 
In an effort to adapt SERVQUAL to the restaurant industry, Stevens, Knutson, and 
Patton (1995) developed the DINESERV instrument. The original DINESERV 
instrument contained 40 service quality items and was validated through a telephone 
survey. The respondents in Stevens et al. 's study had dined out six or more times 
during the previous 6 months. The types of restaurants that the respondents had 
visited included fine dining, casual dining, and quick-service restaurants. A 
confirmatory factor analysis was used to refine the instrument. The final version of 
DINESERV contained 29 items that captured the five dimensions of SERVQUAL. 
Reliability was found to be the most important dimension, followed by tangibles, 
assurance, responsiveness, and empathy. This hierarchy of dimensions is very similar 
to that of SERVQUAL; the only difference is that tangible is in fourth place in 
Parasuraman et al. 's (1988) SERVQUAL research. 
Bojanic and Rosen (1994), Richard et al. (1994), Johns and Tyas (1996) and Fu and 
Parks (2001), used the SERVQUAL instrument in different restaurant contexts. The 
results of these studies found service quality dimensions that were slightly different 
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from Parasuraman et al. 's (1988) SERVQUAL dimensions. For instance, Bojanic and 
Rosen indicated the difference was that empathy was divided into two dimensions: 
knowing the customer, and access to services. Among Bojanic and Rosen's six 
dimensions, knowing the customer, reliability, and assurance were the most 
significant in predicting overall restaurant quality; the other three dimensions were 
not important predictors of overall quality. Richard et al. (1994) proposed that 
SERVQUAL ignored the outcome dimension of service quality, such as whether or 
not respondents believed that the restaurants provided delicious food. Thus, Richard 
et al. added six items that measured the outcomes of pizza delivery services. The 
results suggested that the outcome, empathy, responsiveness, and reliability 
dimensions are important determinants of quality. 
Oyewole (1999) has investigated service quality in restaurants. Based on a literature 
review, he examined 10 dimensions of service quality in the fast food restaurant 
industry, these are: hygiene and efficiency, courtesy, health-consciousness, child- 
friendliness, ease of complaint, comfort, orderliness, availability, expeditiousness and 
communication. The empirical results of this study show that the four most important 
dimensions to consumers were "Hygiene and Efficiency", "Expeditiousness", 
"Courtesy", and "Availability" in that order. Thus, the hygiene and efficiency 
dimension is a critical factor in restaurants. Customers would like to see clean 
workers, clean facilities, clean toilets, clean tables, and a clean employee work area. 
Previous research, a cross food service industries, has shown that food quality, 
cleanliness, convenient location, speedy service are important dimensions affecting 
customer satisfaction, which in turn determines revisit intentions (Qu, 1997; Pettijohn 
et al., 1997; Chow et al., 2007; Kim et al., 2008) and maintaining relationship quality 
(Kim et al., 2006; Meng and Elliot, 2008). In studies of both fast food restaurants 
(Pettijohn et al., 1997) and Chinese restaurants (Qu, 1997), food quality was ranked as 
one of the most important determinants of a customer's decision to return. This 
element was significantly more important than cleanliness, value, price, and 
convenience, which ranked second, third, fourth, and fifth, respectively. Chow et al., 
2007 on the other hand, confirmed that physical quality and relationship quality, 
dimensions of service quality as suggested by Brady and Cronin 2001, are 
significantly predicted customer satisfaction, but the outcomes quality has shown a 
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non-significant relationship with restaurants customer's satisfaction. Recently, Kim et 
al., (2008) reported that the ten aspects of DINSERV, discussed earlier, were 
predicted customer satisfaction in restaurants. And finally, Kim et al., 2006 and Meng 
et al., 2008 found customer orientation and factors related to restaurants employee 
performance were the most critical factor predicted relationship quality in luxury 
restaurants. 
To conclude, service quality measurement is one of the greatest debateable research 
area in the service marketing literature. While the debate concerning the 
appropriateness of using the SERVQUAL tool for measuring service quality, to some 
extent resolved by the popularly and widely using of SERVPERF over the 
SERVQUAL since 1990s. Despite of this, to date, none of the existing tools either 
SERVQUAL or SERVPERF has the ability to deal with the wideness of service 
industry and its features. In other words, service quality dimensions are contextual 
(e. g., industry, culture) oriented in nature and not generic. Thus, any using tool must 
be adapted to fit the specific service segment that researchers want to explore. 
However, as the restaurant industry is the context of this study, and based on the 
previous discussion so far, figure 2.11 represents the importance dimensions of 
service quality in restaurant contexts. 
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Figure 2.11: Service Quality Dimensions in Restaurants 
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It can be divided into two main groups: tangible dimensions, which are easy to 
measure and identify (e. g., food quality), and intangible dimensions, which are 
difficult to measure and standardise. Despite of this the relative importance of these 
dimensions on customer experience is still evolving, while some researchers assert on 
the physical dimension (e. g., Qu, 1997) others, focus on the interaction quality and the 
intangible aspects of service quality (e. g., Meng et al., 2008). From this figure it can 
be argued that most of these dimensions are related to frontline employee (e. g., 
performance, appearance, hygiene, helpfulness, etc. ), which customers usually 
evaluate during direct interactions with frontline employees (service encounter). 
Accordingly, researches efforts that focus on understanding this personal interaction 
as well as exploring some factors that can maintain and improve employee's 
behaviour and attitudes toward customers are essential. 
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2.4 THE EMPLOYEE-CUSTOMER SERVICE ENCOUNTER 
The concept of the service encounter is central to the marketing of services, being 
widely viewed as the focal point of marketing activity in a service organisation 
(Czepiel et al., 1985; Solomon et al., 1985; Bitner, 1990; Bitner et al., 1994). 
Reflecting the inseparability of production and consumption in service industries, the 
service encounter is the actualisation of the service, where customer experiences are 
formed. The service encounter is "the moment of truth" where service is actually 
delivered. More specifically, Surprenant and Solomon (1987) have defined the service 
encounter as the dyadic interaction between a customer and a service provider. The 
service encounter is consequently that point at which the consumer is able to evaluate 
the service offering, and where service suppliers manage consumer perceptions of 
service (Johns and Tyas, 1996). 
2.4.1 Role Theory and the Service Encounter 
In the service encounter, both employees and customers have a specific role to 
conduct in order for the service delivery to run smoothly. Solomon et al. (1985) use 
role theory to explore how the parties learn to act and behave in the service encounter. 
They argue that the service encounter can be understood by considering the specific 
roles consumers and service employees play during their interaction. In addition, they 
suggest that the roles that are enacted will affect customers' service experiences and 
satisfaction. 
Role theory is based on a theatrical metaphor. Consumer and service employees 
participate within the service encounter like actors on stage reading from a common 
"service script" that represents each party's expectations of their own behaviour, as 
well as the anticipated complementary behaviour of each other. In this sense, 
encounter experiences are repeated sessions based on learned behaviour, similar to the 
learned scripts of movie actors. Implied and explicit service scripts help providers to 
enact their roles and guide consumers through a service encounter. A significant 
determinant of satisfaction with a service encounter is a function of role clarity, the 
extent to which a party understands the nature of role expectations, and the degree to 
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which it is congruent with role expectations contained in the service script (Solomon 
et al., 1985; Surprenant and Solomon, 1987; Bitner et al., 1994). 
Indeed, role clarity is one factor that may affect the service delivery process, as 
Parasuraman et al., (1988) noticed; role ambiguity is the main cause for the service 
delivery gap. This is true for contact employees in a service environment, as the set 
roles of their work may result in a conflict between conducting a role that the 
organisation usually asks them to perform, and the requirements of the service 
delivery when they interact with the customers and their needs. Previous studies 
(Singh, 1993; Hartline and Ferrell, 1996; Chebat and Kollias, 2000) provide empirical 
evidence that role ambiguity experienced by contact employees greatly reduces their 
job satisfaction and performance, which leads to a decrease in customers' perceived 
service quality. On the other hand, the higher the degree of role congruence between 
employees and/or customers and organisations, the higher the level of effectiveness of 
the service delivery will be. 
Although role and script theory may help in creating mutual understanding between 
both customer and frontline employees expectations' about their role performance, 
these expectations differ among encounters, and are moderated by many other factors 
such as provider and customers' characteristics and perceptions, as well as by 
production realities (Lockwood and Jones, 1989). In other words, the script theory 
may be useful in understanding a routine transaction, but it could not be appropriate 
for explaining a complex service situation in which service relationships need more 
effort from the service provider (Price et al., 1995a). Moreover, role theory stops short 
of identifying the difference in roles that employees may play in the service 
environment. 
2.4.2 Frontline Employee Performance and the Service Encounter 
Following the previous discussion, the service encounter can be seen as a complex 
phenomenon that comprises a wide array of elements, separately or collectively, and 
these elements found within a service encounter may affect the quality of the 
customer-firm interaction, and ultimately, the customers' service experiences. One 
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important element is the role of the service contact employees, and the level of service 
they are expected to deliver. 
Bateson (1985) argues that contact employees are better able to satisfy customers 
when the employee has some control over the service encounter. Zeithaml et al., 
(1990) noticed that service quality suffers when employees feel a lack of control over 
the service delivery process. They argued that perceived control is a function of roles, 
procedures and culture that limited the contact employees' flexibility in serving 
customers. They believe that when employees perceive themselves to be in control of 
the situation they are dealing with, this will result in a decrease in the level of stress, 
and consequently it will enhance employee performance. 
Surperent and Solomon (1987) explored the effect that the style and content of service 
encounters have on customers' evaluation of service performance and satisfaction. 
They defined personalised service as any behaviour intended to make customers feel 
like individuals, and studied three dimensions of personalisation. These included 
making small talk with customers, providing customers a menu of alternatives from 
which they could choose the options best suited to their particular needs, and 
attending to unique customer needs through completely customised service packages. 
Although they found that not all these actions necessarily resulted in more positive 
service evaluations, and that the effectiveness of personalised behaviour is contingent 
upon the context in which the service delivery occurs, they pointed to the need for 
appropriate employee performance to be matched with the forms of personalisation 
being offered by the organisation. 
Bitner et al. (1990) argue that customers are more satisfied with the service when 
employees possess the ability, willingness, and competence to solve their problems. 
Bitner, Booms, and Terteault's (1990) study focused on employees' behaviour and 
actions that lead to customer satisfaction/dissatisfaction in the service encounter. 
Their analysis of 700 critical service encounters in three industries, examined from 
the perspective of the customers, led to the identification of three types of employee 
behaviours which are: Employee responses to service delivery system failure; 
employee reactions (adaptability) to customer needs and requests; and unprompted 
and unsolicited employee actions. On the basis of the knowledge gained from the 
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1990 study, Bitner et al. (1994) employed a critical incident technique to examine the 
service encounter from the perspective of the firm - specifically, from the customer- 
contact employee perspective. Doing so expanded the initial findings in the 1990 
study by identifying a fourth group of behaviours (employee response to problem 
customers, labelled as coping), not identified when only customers were studied. 
As can be seen, an employee's efforts in service recovery and personalisation of the 
services to meet customers' needs will enhance a customer's quality experiences. 
Dimensions such as responsiveness and empathy could be enhanced when frontline 
employees show extra attention and unprompted behaviours. Although Bitner et al. 
(1990) have made a good contribution in determining employees' behaviour and its 
content, they did not provide further detail about what leads employees to display 
these behaviours. However, from this kind of behaviour it can be argued that service 
recovery, unprompted actions, and coping with customers all need more discretion 
and latitude on the part of frontline employees. 
Price et al. (1995a, b) noticed that the role of the service provider depends on the 
nature and content of the service encounter. They found that service encounters vary 
in three basic dimensions: temporal duration of the interaction, emotional content, and 
the spatial proximity of the service provider and customer (Price, Arnould, and 
Deibler, 1995a). Price and her colleagues (1995b) then proposed five dimensions of 
contact employee behaviour that influence customers' perceptions; and these are: 
mutual understanding, extra attention, authenticity, competence and meeting 
minimum standards of civility. The empirical results of this study have shown that 
employees' performance is different between extended and brief encounters, however, 
some behaviour (competency and mutual understanding) are common throughout 
these encounters. They stress the importance of "extra" role performance, as it has 
been found to be the factor that most affects positive customer evaluations. 
Dolen et al. (2004) built on Price et al. 's (1995 b) works. They argued that frontline 
employee performance can be grouped into employee specific behaviour and 
interactive behaviour. The employee specific behaviour is a behaviour that frontline 
employees display alone when rendering a service to a customer; so the service 
provider has the ability to control this kind of behaviour. Employee competency and 
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authenticity are employee specific behaviours. The second type of behaviour is 
produced in cooperation with customers, and is more reactive and reciprocal, thus this 
behaviour depends more on customer actions and behaviours in the service encounter. 
Mutual understanding, extra attention and meeting minimum standards are interaction 
induced. Dolen et al. (2004) found that employee specific behaviour is related to 
encounter satisfaction, and the other group of behaviours are related to relationship 
satisfaction. 
A study by Winsted (2000) investigated students' perceptions of service employee 
behaviours in medical and restaurant services, and identified three behavioural 
dimensions that were highly related to consumer satisfaction. They are: concern, 
civility and congeniality. The results show that the `concern' dimension explained 
over half of the variance in satisfaction. This dimension combines elements of the 
empathy, assurance, and responsiveness dimensions of SERVQUAL. It also captures 
other behaviours such as authenticity, competence, listing, extra attention; and mutual 
understanding as suggested by Bitner et al. (1990), Price et al. (1995b), and Chandon 
et al. (1997). Again, this result is supported by the Price et al. (1995b) findings 
regarding the importance of extra attention, and being more oriented toward 
customers. 
In line with the perceived importance of employee behaviour and performance in the 
service encounter, many researchers have stressed the need for service organisations 
to pay keen attention to employee satisfaction and commitment (Schneider et al., 
1980; Heskett et al., 1997; Hartline and Ferrell, 1996) due to the high degree of 
interaction between customers and staff. The core issues in the Service Profit Chain 
model are that satisfied and loyal employees will be more able to deliver better value 
and quality for customers. Moreover, theories such as equity theory and motivational 
theory justify the logic behind the importance of the employee satisfaction-service 
quality relationship (Wilson and Frimpong, 2004). 
To conclude, frontline employees' efforts in enhancing customer satisfaction is 
clearly emphasised in the literature. Employee performance can be grouped into role- 
prescribed and extra role performance; both of these are necessary for a successful 
encounter. Although role theory helps in scripting employees' roles, and hence 
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managers can have control over customer-staff interactions, this perspective may fall 
short in dealing with customer wants that diverged from these specifications. In other 
words, role-prescript performance alone is not enough in all situations to deal with the 
variability of the service delivery process. To enhance service experience, frontline 
employees must be enabled to behave in a more customer-oriented way. As can be 
seen from the previous discussions, most researchers have emphasised the extra role 
performance as affecting customer evaluations of frontline employees' service 
quality; this has been known as customer-oriented behaviour in the services marketing 
literature (Bettencourt and Bowen, 1997). 
However, despite the importance of customer-oriented behaviour influencing 
customer perceptions of service quality and customer satisfaction, relatively little 
research has placed attention on identifying the factors that effect service employees' 
behaviour. Some researchers (Bettencourt and Brown, 1997; Kelley and Hoffman, 
1997; Bettencourt and Brown, 2003; Ackfekdt and Wong, 2006) emphasised 
employee job related attitudes (e. g., job satisfaction and organisational commitment) 
to enhance such behaviour. Unfortunately, these empirical studies have shown mixed 
results. While, Bettencourt and Brown (1997) and Ackfekdt and Wong, (2006) failed 
to confirm this relationship, a more recent study by Bettencourt and Brown (2003) 
found a positive relationship. Based on these results, this study attempts to contribute 
to this line of the literature by first adapting this concept to the hospitality encounter 
context, and second, by investigating the psychological empowerment as attendances 
of customer-oriented behaviour. 
2.5 APPROACHES FOR MANAGING THE SERVICE ENCOUNTER 
The service encounter is guided by the personal, cultural, organisational, physical and 
interpersonal context in which the interaction takes place. Efforts to influence or 
control service encounters must consider the activities and factors involved in its 
creation. The service encounter can be depicted as a triangle formed by the interests 
of the customer, the service organisation and the customer-contact employees, as 
figure 2.12 presents: 
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Figure 2.12: The Perceived Behavioural Control 
Conflict in the Service Encounter 
Service organisation 
Efficiency Efficiency 
vs. VS. 
Autonom Satisfaction 
Customer-contact Customer 
service employees 
Perceived control 
Source: Adapted from Bateson (1985, p. 76). 
Bateson suggests that managers of service organisations have an interest in delivering 
service as efficiently as possible, to protect their profit margin and remain 
competitive. To control service delivery, managers tend to impose rules and 
procedures on the contact employee to limit their autonomy and discretion when 
serving customers. These rules also limit the extent of the service provided for the 
customer, and the resulting lack of customisation that might lead to dissatisfying 
customers. 
The interaction between customer-contact service employees and the customers has 
the element of perceived control by both parties. On the one hand, the customer- 
contact employees want to control the behaviour of customers to make their own 
work manageable and less stressful. On the other hand, the customer is attempting to 
control the situation to get the most benefit from the encounter. A satisfactory and 
effective service encounter should balance the needs for control by all three 
participants. The organisation's need for efficiency to be able to compete effectively 
might be best achieved when contact personnel are performing well and the 
customers' expectations and roles in the delivery process are communicated 
effectively. 
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The challenge of dealing with, and managing customer-employee relationships, 
coupled with the certainty that no two service encounters will ever be exactly the 
same, creates a dilemma for the management of service encounters. That is, should 
the service encounter be scripted in detail to achieve consistency of service, or, should 
customer-contact employees act autonomously to customise the service encounter to 
each customer's needs? These questions highlight the different mechanisms available 
to manage frontline employees; the former approach has been known as the 
production-line approach, while the latter is known as empowerment. 
2.5.1 The Production-line Approach 
During the 1970s, many service businesses opted toward the controlled, industrial- 
ýtype approach to service delivery. This approach principally originates from the 
concept of a "production-line approach to services", which was strongly advocated by 
Levitt (1972,1976) and practiced by successful service organisations such as 
McDonalds. This theory implied that the service industry and customer service, in 
itself, can be managed and controlled in the same way as in the manufacturing sector. 
Rather than depending on the interpersonal skill of the service providers, Levitt 
(1972) argued that operational ideas of execution ought to be adopted from the mass- 
production manufacturing industry. This would allow the service industry to focus 
more on operational goals and accompanying tools. 
Levitt's "production-line approach" suggested that in order to significantly improve 
the efficiency of the service sector, with regards to cost as well as quality, a 
technocratic rather that humanistic approach should be adopted. By restricting the 
human factor, service providers were to notice an immediate reduction in the 
production variety, thereby affecting the consumers' notion of quality received. Such 
an approach would enable a redesign of the service delivery itself, and promote the 
creation of new tools, processes and organisational models. Further, Levitt (1972) 
argued that one should not view the service industry as a separate industry from that 
of manufacturing, since all businesses, regardless of industry, have to consider the 
service component. 
50 
K Odeh Chapter 2: Literature Review 
The main components of this theory were consequently very similar to those found in 
manufacturing. He described how service operations can be made more efficient by: 
simplification of tasks, clear division of labour, substitution of equipment and system 
for employees, and limits in employee decision-making discretion. Task 
specialisations facilitated training and supervision. A greater reliance on technology 
enabled a greater production volume, while at the same time reducing the likelihood 
of error (Bowen et al., 1998). Hence, Levitt (1972) stated that applying these 
technocratic principles to services would being benefits in efficiency, and might even 
achieve a competitive advantage in terms of cost leadership. 
Although there are clearly advantages to this production-line approach in services by 
increasing the level of efficiency, reducing cost, role clarity, etc., service quality and 
customer satisfaction may suffer in the long term as a result of this strategy. 
Customers usually need more and more customisation to their needs; and this requires 
more responsiveness and flexibility on the part of service employees to meet each 
customer's needs and each individual encounter. Thus, the questions here may be to 
what extent do scripts and the standardisation of frontline employee roles allow a 
response to those needs which are outside the scripts. 
2.5.2 Employee Empowerment 
Employee empowerment is considered to be a very effective strategy available to 
service organisations to help improve the relationship between employee and 
customer, and has received considerable attention in the services marketing literature 
(e. g. Bowen and Lawler, 1992,1995; Lashley, 1999,2001). Although there are a 
number of different definitions of the concept, it essentially involves releasing control 
to the service employee at the crucial moment of contact with the customer, and 
giving them autonomy to make decisions flexibly in response to the customers' 
demands as and when they occur. Employees are encouraged to think innovatively 
about solutions to problems presented to them by customers, rather than being driven 
by a standard functional `script'. 
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Research in service organisations has highlighted significant advantages in using this 
method to manage employees; the advantages relating primarily to increased customer 
satisfaction with the critical service encounter. Customers frequently recall their most 
satisfying service encounters as those when employees give extra attention to them 
and respond quickly and flexibly to their particular service needs (Bitner, et al., 1990; 
Price et. al., 1995). Moreover, research on service recovery has also stressed the 
importance of giving frontline employees a level of latitude to recover any failure that 
may occur quickly and efficiently. 
Additionally, empowerment is deemed critical to the delivery of quality services 
because it could facilitate the enactment of emotional labour with less stress on 
employees. Emotional labour has been defined as the art of displaying appropriate 
emotions during service transactions (Ashforth and Humphrey, 1993). They argued 
that service employees display emotion in two ways: by deep acting or surface acting. 
Surface acting involves simulating an emotion that one does not actually feel. Deep 
acting, by contrast, involves trying to experience the emotion that one wishes to 
display. Lashley (1999) noticed that empowerment can help in creating an internal 
commitment among employees to the service encounter. Moreover, by empowering 
employees, organisations relinquish control over many aspects of the service delivery 
through shifting the locus of control from externally imposed organisational control of 
employees, to internalized personal self-control by the employee (Lashley, 1996, 
p. 336). And this will occur as employees apply "internalised values, rules and norms 
of behaviour relating to process output" (Hales, 1993, p. 57), which corresponds to 
what has been known as "owner of the job" felt by the empowered employees (Bowen 
and Lawler, 1992). If this argument is valid, then empowered employees will be able 
to provide a deeper emotional response than those who are less empowered. 
Bowen and Lawler (1992) argue that not only do customers benefit from this 
approach, but employees clearly feel better about their work. They value having a 
sense of control, and are also more willing to give service managers their view on 
how things should be organised to improve service performance. In this way, 
empowered employees become a great source of service ideas. 
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Although employee empowerment sounds good from a theoretical perspective, the 
outcomes of the empirical studies that have investigated this concept in the hospitality 
industry have shown some inconsistency in results. For instance, the case studies 
conducted by Lashley in the restaurant context supported the advantages of 
empowerment (Lashley, 2001); other studies (e. g., King and Gary, 1997; Hartline and 
Ferrell, 1996) failed, or provided incomplete support for this concept and its 
outcomes. Hence, there is a real need for continued efforts to validate the application 
of employee empowerment in the hospitality context. 
2.6 CONCLUSION 
This chapter has explored the services marketing literature. It started with an analysis 
of the service context and its classifications. Then a range of service quality models 
were presented. This was followed by a discussion of several tools for measuring 
service quality. The employee-customer relationship was examined in the next 
section, and finally two main approaches for managing frontline employees were 
highlighted in the final section. Based on these sections, several conclusions can be 
discussed. 
This chapter has introduced the importance of people in the service context. Both 
service personnel and service customers have an influence upon the marketing of 
services. Thus, this study will concern itself with the human aspects of the 
organisation. It will attempt to recognise the importance and the role played by the 
employees in service organisations; specifically those employees who are working in 
direct contact with the customer. The discussions of different classifications of 
services presented in previous sections are useful to support this research aim. As the 
hospitality industry is a major concern of this research, it is expected that the 
restaurant environment represents an intensive industry people. Managing and 
enhancing the quality of services in this setting is not considered to be an easy task. It 
is dependent on the interactions between service providers and customers. The unit of 
analysis is frontline employees in restaurants and their ability to provide a good level 
of service to their customers. 
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The service context characteristics imply that managing quality is a challenging task 
for service managers. An analysis of the results of previous studies has indicated that 
the problems with the number and the nature of service quality dimensions have 
remained an unresolved research area in the service marketing literature. Several 
studies that have used SERVQUAL or SERVPERF scales in different settings: e. g., 
retailing, hospital, restaurants, education, etc., have shown that the standardised scales 
are not generic. Therefore, it can be argued that the determinants and measurement of 
service quality may be unique in different service sectors, depending on the specific 
features of the services provided. 
This study has adopted the Nordic school model of service quality advocated by 
Grönroos, 1984. This is because of the fact that previous studies that examined the 
American school model in the hospitality context have failed to confirm the five 
dimensional structure, but rather have supported the two dimensions-intangible and 
tangible- as suggested by the Nordic school. Moreover, the SERVQUAL model has 
been challenged on numbers of theoretical and operational grounds (see section 2.3). 
Following from this, the current study considers service quality in the restaurant 
industry as having three main dimensions: tangible quality (e. g., food quality, decor, 
employees' appearance... etc), restaurant's image and intangible quality which is 
related to the service delivery process (e. g., atmosphere, employees' behaviour, 
attitudes... etc). This study emphasises frontline employees' behaviour as one of the 
most critical factors in the restaurant's dining experience. However, unlike previous 
studies that saw employees' behaviour as generic, this study sees employees' service 
delivery behaviour as having two distinguishable dimensions. The first dimension is 
behaviour that is related to the soft aspects of the service delivery process. These 
aspects comprise employees' ability to interact with customers in a warm and friendly 
way, which customers usually expect to get from hospitality operations, and for the 
organisation it is considered as part of the employees' job description. The second 
part of behaviour is related more to employees' effectiveness in dealing with 
customers' needs and requests which needs more initiative and discretion from the 
employees (e. g., speed of service, service recovery, adaptability) to match the 
heterogeneity of service delivery. To achieve this study's objectives, employees' 
service delivery performance in these ways was examined and a new scale was 
developed by the researcher for this purpose. 
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Service employees' performance needs to be maintained and improved. However, 
while many theoretical and empirical studies report the importance of frontline 
employees in the delivery of superior service quality, what the underlying process is 
that makes frontline employees perform well during the service encounter is not 
clearly understood. More specifically, the literature has not clearly explained the role 
of empowerment in the service relationship paradigm. This study will attempt to 
address this gap by investigating the role of psychological empowerment in enhancing 
both the employee's role-prescribed performance and extra-role performance in the 
hospitality service encounter. It is expected that empowered staff may sustain better 
relationships with their customers than those who feel disempowered and helpless, 
because empowered and satisfied employees are more likely to engage in behaviours 
that assist customers. 
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CHAPTER THREE 
EMPOWERMENT THEORY 
3.0 INTRODUCTION 
A proactive workforce is thought to be an essential element of the modem business 
environment, in which organisations must be faster, leaner, provide better service, and 
ultimately be more profitable (Thomas and Velthouse, 1990; Bowen and Lawler, 
1992; Fulford and Enz, 1995; Nielsen and Pedersen, 2003). Workplace empowerment 
is closely aligned with this thrust, resulting in enhanced organisational effectiveness 
"through the wise utilization of an organisation's human resources" (Sigeall and 
Gander, 2000, p. 145). It comprises an innovative approach to working with people, 
and a shift from top-down management styles to a high involvement system. 
Although the above assumptions may be plausible, there is still some uncertainty 
about the concept of empowerment itself, and its consequences in the workplace. 
Thus, the purpose of the current chapter is to explore the existing literature relating to 
employee empowerment. It will be divided into seven sections. The concept of 
empowerment and its meanings will be discussed in the first section, then structural 
empowerment in terms of organisational and managerial practices will be discussed in 
the second section, section three will cover psychological empowerment theory, the 
forth part will shed light on empowered behaviour, this will be followed by a 
discussion of employee effectiveness in section five, and the possible link between 
empowerment and the service profit chain will be covered in section six. This chapter 
will end with a summary of the empowerment literature. 
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3.1 THE CONCEPT OF EMPOWERMENT 
3.1.1 Historical Background 
Employee empowerment is one of the more recent management methods to evolve. 
The debates regarding the roots of the concept in management theory is still evolving 
in the empowerment literature. It is useful to investigate the evolution of some 
management concepts in order to understand how organisations have come to use this 
concept. 
The oldest and most widely accepted school of thought among management is 
normally called the "classical management movement". This approach to 
management arose between 1885 and 1940 in an effort to provide a relational and 
scientific basis for organisational management. Its beginning stems from the industrial 
revolution when people were brought together to work in factories instead of the 
handicraft system whereby people worked in small shops or in the home. 
Management told the workers exactly what to do and how to do it. This business 
model is commonly pictured as a pyramid, with large horizontal groups dividing the 
power structure. The majority of the power lies at the small top of the pyramid, with 
no power existing at the bottom where the common worker is placed. 
In the 1920s and 1930s, many individuals became convinced that scientific 
management was short-sighted and incomplete. These researchers began to look for 
alternatives. Such an alternative was to look at the human aspects of business 
organisations. One of the earliest writers to view organisations from an individual and 
group behaviour perspective was Mary Parker Follet; her works in topics such as 
administration conflict, motivation, co-operation and authority are considered to be 
the building blocks for modem organisational development. Contemporaneously, 
another team of contributors to the Human Relation School in organisational theory, 
Elton Mayo and Fritz Roethliberger, were studying the Western Electric Company. 
This study led Mayo and his colleagues to discover that the relationships between 
supervisors, subordinates and peers had a stronger effect on productivity than an 
organisation's physical environment. 
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The major contributions of the human relation school of management are that it 
produces an understanding concerning motivation, group dynamics, leadership and 
other interpersonal processes in organisations. It also fosters the idea that employees 
are valuable resources. Based on this school of thought, several motivational theories 
developed between the 1940s and 1950s, for example, Maslow's needs' hierarchy 
(1943), Herzberg's motivation-hygiene theory of motivation, McClelland's three 
needs theory, and Mcaregor's theory in the late 1950s. 
The quality movement also became influential during this period (1950s). Deming 
(1982) introduced a comprehensive management system which is the model of the 
Japanese-style of management or Total Quality Management (TQM) model. The main 
sources of inspiration for the TQM approaches are the quality gurus, such as Deming, 
Juran, and Crosby. The two foundation stones of TQM are customer focus and total 
involvement. Deming is an advocate of employee participation in decision making. 
He also points out that it is management's job to help employees to work smarter, not 
harder (Deming, 1982). 
In the 1960s and 1970s, management scholars proposed many alternative ways to 
design organisational work and jobs as a way to increase employee motivation and 
organisational effectiveness. Job enrichment was established as an alternative work 
paradigm; the aim being to provide employees with meaningful work with some 
degree of control and feedback on performance. Later, during the 1970s, Hackman 
and Oldham (1976) introduced the job characteristics model that represents a theory 
of intrinsic motivation. According to Hackman and Oldham, the core job 
characteristics lead to intrinsic motivation through mediation of three critical 
psychological states: experienced meaningfulness, experienced responsibility and 
knowledge of results. This period also saw a greater interest in industrial democracy 
which emphasized workers' rights to participate. 
By the 1980s, new forms of participation were being developed that were less 
concerned with the concept of joint negotiation and with a much greater emphasis on 
employee involvement, such as quality circles or profit sharing as part of a wider set 
of reforms in working practices (Wilkinsin, 1998). Bowen and Lawler (1986) 
introduced the term "High Involvement" management, founded on the ideas that 
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employees could be trusted to make decisions about their work, that they could 
acquire the knowledge needed to do so, and that the organisation would function more 
effectively if they did. They identified four components of high involvement: sharing 
knowledge, information, rewarding performance, and distributing power. 
Empowerment came into its own in the late 1980s, boosted by the popularity of the 
work of Conger and Kanungo (1988), which distinguished clearly between relational 
and motivational empowerment. Their work is usually considered as a starting point 
for motivational and psychological empowerment. Empowerment theory receives 
more attention during the 1990s. The popularity of the concept is reflected in the huge 
amount of work that was conducted during the 1990s. Thus, it was called the 
"empowerment era". Moreover, the concept may also gain its reputation through the 
special journal offering most of the research and case studies about the subject, which 
is also termed "Empowerment in Organisation". This acts as evidence to prove that 
empowerment is really a new concept, and not just a fad. The next part of this section 
will present the meaning of empowerment. 
3.1.2 Empowerment Meanings/Definitions 
According to the Oxford English Dictionary, the word empowerment has two 
meanings; "the action of empowering" and "the state of being empowered". The verb 
"empower" from which the noun "empowerment" is derived, means to "give power". 
This interpretation makes most definitions of empowerment revolve around power 
and control. Despite this, the concept itself has been defined in many ways, meaning 
different things to different people (Quinn and Spreitzer, 1997; Honold, 1998), based 
on the context in which it is represented and the way in which power is 
conceptualized. 
In the political and social context, for example, empowerment describes a process for 
legitimizing the right of groups of people to have greater influence (Kinlaw, 1995). 
The goal of empowerment here is a "redistribution of power between gender, races, 
classes or states" (Pettreson and Solbakken, 1998, p. 321), which is usually referred to 
as the democratization of the society. 
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In the educational literature, empowerment describes the technique by which the 
delivery of educational services is more effective (Linclone et al., 2002). Teacher 
empowerment may be a way to change teacher efficacy and then, indirectly, to affect 
students' teaching (Edward et al., 2001). It is also viewed as a way by which teachers 
improve the learning process. 
In the community care and medical context, empowerment also has a different 
meaning. Here empowerment reflects the relationship between the users and care 
providers, which stresses the need for empathy. Rather than merely questioning the 
users, workers are encouraged to make patients feel that they are the experts in the 
situation and to ask them what they see as the best way forward (Linclone et al., 
2002). Empowerment here is defined as an educational process designed to help 
patients develop the knowledge, skills, attitudes, and degree of self-awareness 
necessary to effectively assume responsibility for their own health-related decisions. 
Empowerment has also been applied in the business context. The management 
literature has introduced two alternative conceptual points for empowerment; 
specifically, a structural/relational frame and a motivational/psychological frame. The 
relational perspective considers empowerment as a set of practices and policies 
intended to share more power at work with employees (Kanter, 1979; Cunningham, et 
al., 1996; Forrester, 2000; Nielsen and Pederson, 2003; Melhem, 2004). Power, in this 
context, is viewed as the "the ability to get things done, to mobilise resources, to get 
and use whatever it is the person needs for he or she is attempting to meet" (Kanter, 
1977, p. 166). In this respect, empowerment concerns all individuals in the 
organisation, in whatever position, whichever level, as they are assigned tasks, which 
they must perform. Thus, empowerment has been defined as: 
The notion of developing decision-making authority and responsibility for 
control and enhancement of product and/or service quality to the point of 
production. 
Klidas (2001, p. 27) 
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By comparison, as a psychological construct, empowerment has received 
comparatively less attention. The psychological approach focuses on the employees' 
intrinsic motivation rather than on the managerial practices used to increase 
individuals' levels of power. Power here means energy, thus, to empower can also 
mean to energize (Thomas and Velthouse, 1990). That is, empowerment is 
conceptualized here as a state of mind, rather than something management does to 
employees. Empowerment, in this instance, depends on the creation of conditions 
appropriate for heightening motivation for task accomplishment through the 
development of a strong sense of personal efficacy, self-determination, impact and 
meaningfulness. Thus empowerment here is defined as: 
Intrinsic task motivational construct manifested in four cognitions: 
meaning, competence, self-efficacy, and impact. Together, these four 
cognitions reflect an active rather than a passive, orientation to a work role. 
Spreitzer (1995 a, p. 1444) 
Finally, Lee and Koh (2001) argued that the term empowerment is ambiguous 
conceptually, and is often used interchangeably with similar words, such as authority 
delegation, motivation, self-efficacy, job enrichment, employee ownership, self- 
determination, self-control, self-influence, self-leadership, high-involvement, and 
participative management. They therefore suggested that empowerment is really a 
new concept defining it as: 
The psychological state of a subordinate perceiving four dimensions of 
meaningfulness, competence, self-determination and impact, which is 
affected by the empowering behaviours of the supervisor. 
Lee and Koh, (2001, p. 686) 
This definition contains both the behaviour of empowering managers and the 
perceptions of empowered employees. Thus, it integrates both the relational and 
motivational aspects of empowerment discussed earlier. 
61 
KOdeh Chapter 3: Literature Review 
3.2 STRUCTURAL EMPOWERMENT: Management Perspective 
The earliest perspectives on employee empowerment tended to revolve around issues 
of power, control, and employee participation. The focus was on the actions of 
"power holders" who transfer power to the less powerful within the organisation, 
where power is conceptualized as having formal authority or control over 
organisational resources (Conger and Kanungo, 1998). It was assumed that employees 
who were given power were more likely to achieve the desired outcomes of 
empowerment. 
In this perspective, employees are not empowered simply because managers have told 
them they are empowered, or the organisation has issued a statement that they are an 
empowering organisation. Instead, structural empowerment occurs when the 
organisation puts in place structural and objective changes, and/or when managers act 
in ways that grant employees more power and further freedom of action in doing their 
work. Thus, this perspective assumes that the organisation or its representatives are 
the sources of empowerment. 
3.2.1 Organisational Practices and Empowerment 
Organisational scholars have identified a number of organisational practices that 
affect employee empowerment. Kanter (1993) maintains that work environments that 
provide access to information, resources, support, and opportunities to learn and 
develop are empowering, and enable employees to accomplish their work. This 
requires an important change in organisational polices, practices and structures away 
from top-down control systems toward high involvement practices (Bowen and 
Lawler, 1995). According to Bowen and Lawler, (1992) a high involvement system 
could be characterized by a work environment where the four organisational 
ingredients of power, delegation of authority, information, knowledge and rewards, 
are shared within the organisation. 
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3.2.1.1. Power (Delegation of Authority) 
Power is a major aspect of the concept of empowerment (Kanter, 1979; Conger, 1989; 
Bowen and Lawler, 1992). Empowering employees would thus involve moving 
decision-making authority down the organisational hierarchy. Delegation of authority 
to people nearer the point of production has been considered as one of the most 
important components in any empowerment initiative (Klidas, 2001; Ripley and 
Ripley, 1992; Brymer, 1991). The logic behind this is that those workers, in general, 
and frontline employees in particular, must have enough flexibility to deal with any 
problem that faces them as it arises. As stated already, feeling powerless might lead 
an employee to feel frustration and less confidence in their ability to do their job 
properly. 
In spite of the importance of delegation in empowering employees, many people 
misunderstand the nature of delegation in the empowerment context. This is the case 
when managers and their employees consider power as a win-lose relationship. On the 
one hand, employees usually assume that they can act with considerable freedom, but 
in fact, having this freedom means sharing risks and responsibilities as the price for 
this freedom (Randolph, 2000). On the other hand, many managers fear losing control 
when they give up authority to other employees. Therefore, many empowerment 
scholars suggest that creating autonomy through boundaries is a key to successful 
empowerment (Simeon, 1995). As such, boundaries will help employees to take on 
the spot decisions without referring to a higher level of the hierarchy. This 
corresponds well to Brymer's (1991) suggestion, that flexible vs. structured 
delegation of authority provides boundaries for empowering service employees. 
The delegation of authority, power sharing or participating in decision making can 
also be achieved through several means. For instance, quality circles, team work, and 
job enrichment are some options by which organisations can encourage employee 
participation in decision making. 
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3.2.1.2. Information Sharing 
It has been found that an essential part of any empowerment program is to provide the 
necessary information for employees to enable them to perform their jobs 
autonomously and effectively. Kanter (1989, p. 5) suggested that in order to be 
empowering, organisations must "make more information more available to more 
people at more levels through more devices". Kinlaw (1995) argued that individuals 
and teams cannot be fully empowered unless they are fully conscious of what they are 
doing at all times. Consciousness begins with accurate information. Randolph and 
Sashkin (2002) provide a compelling rationale arguing that the open sharing of 
information is crucial to empowerment, since without information people cannot act 
responsibly, even if they want to. 
One of the most critical roles for information sharing is its effect on whether the 
employee perceives that the support is adequate enough to exercise decision making 
power and authority (Robbins et al., 2002). Melhem (2004) mentioned that 
information sharing is very important for contact employees' empowerment by 
enabling them to answer the customer's questions correctly, quickly and effectively. 
Definitely, when employees do not have the necessary information for making good 
decisions, uncertainty increases, and taking actions in the context of interdependent 
actors become difficult (Sigall and Gardner, 2000). Finally, information sharing has a 
powerful impact on raising the level of trust between management and employees 
(Randolph, 1995), which has already been argued to be a precondition for any 
empowerment initiative (Comez and Rosen, 2001). Spreitzer et al. (1999), for 
example, provided empirical evidence demonstrating that managerial trust in lower 
level employees improves their involvement and participation in decision-making 
situations. 
Different types of information have been associated with empowerment. According to 
Bowen and Lawler (1992), two kinds of information are essential to empower 
employees: task-related information and the organisation's information goals. 
Whereas the former aims at enabling employees to perform their task effectively, the 
latter aims to ensure a consistency between employee performance and organisational 
objectives. Other researchers have focused on performance information (Spreitzer, 
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1995a) and financial information (Randolph, 1995). This information is necessary, 
and it is reasonable for the organisation to do that, because when employees know 
where the organisation is headed overall, they feel capable of taking the initiative, and 
if they understand how their work units are performing, they are in a better position to 
make and influence decisions to improve performance (Appelbaum et al., 1999). 
3.2.1.3. Reward System 
In an organisational context that encourages employee self-determination and 
autonomy, empowerment can be enhanced further by human resources practices, such 
as training programs that provide needed skills, and by reward systems that promote 
the desired empowered behaviour (Bowen and Lawler, 1992; Brymer, 1991; Klidas, 
2001). Several studies have indicated that performance-based reward programs 
enhance empowerment by recognizing and reinforcing employee competence, and by 
providing individuals with incentives for participating in and affecting decision- 
making processes at work (Conger and Kanungo, 1988; Spreitzer, 1995a; Liao and 
Ghuang, 2004). Spreitzer (1999), Hesterly et al. (1990), and Miles and Greed (1995), 
have mentioned that the role of incentives will help to make managers more willing to 
involve lower level employees in decision making, and enhance employees' concern 
for the success of their organisations. Moreover, it is argued that a reward system that 
emphasises innovative/unusual performance fosters a greater sense of self-efficacy 
(Kanter, 1979). 
Whereas in traditional hierarchical systems a major determinant of an individual's pay 
is the type of work they do (Miles and Greed, 1995), a high involvement system 
requires a different reward system; one that rewards employees on their own 
performance and the organisational performance overall (e. g., profit sharing and stock 
ownership) (Bowen and Lawler, 1992; Spreitzer and Mishra, 1999). The logic behind 
this is that empowerment usually adds an extra responsibility to the empowered 
employees; accordingly, in order to ensure employees are willing to accept these extra 
efforts, the organisation must support that with the equivalent recognition and 
benefits. 
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As Stewart (1994, p. 125) claims: 
... the reward system must explicitly support the aims of empowerment 
and stress its importance to both the organisation and the individual. If 
possible these systems should include financial rewards for successful 
empowered behaviour, and pay and reward structure which recognizes the 
additional skills and responsibilities which empowerment may require. 
In this respect, it is expected that rewards and incentives form a precondition for the 
empowerment of employees in order for them to take more responsibility in 
performing their tasks (Melhem, 2004), and to reinforce those empowered behaviours 
that organisations wish to reinforce (Lashley, 2001, p. 172), especially during the 
service delivery process. 
3.2.1.4. Knowledge and Skills 
If we expect empowered people to exercise judgment, to make on-the-spot decisions, 
to make exceptions to rules, then they must be equipped with a body of knowledge 
that goes beyond their specific roles. Clearly, if employees do not feel they have the 
necessary knowledge and skills to deal with the increased authority and responsibility, 
they are unlikely to engage in decision-making and initiative taking beyond the 
routine (Klidas, 2001). Lawler et al. (1992, p. 16) express a similar view, stressing the 
importance of knowledge and skills development and they concluded that: 
Without the right skills, it is impossible for individuals in the business to 
influence its direction. At a more basic level, it is impossible for individuals 
without skills to do most jobs effectively. 
In this respect, it appears that providing the skills and abilities that individuals need to 
feel competence (self-efficacy) is critical for enhancing empowerment (Conger and 
Kanungo, 1988; Thomas and Velthouse, 1990; Spreitzer, 1996; Melhem, 2004). 
However, the organisation can enhance employee knowledge and skills in many 
ways; in addition to sharing information, it can be through developing training 
programs that provide employees with the necessary skills, and/or by developing an 
organisational culture that encourages learning, innovation and risk taking. In this 
context, mistakes should be perceived as learning opportunities (Randolph, 1995), and 
managers should utilize this by reinforcing the innovative action in order to learn 
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from this new experience to build future action. On the other hand, and in cases where 
new patterns of action were not successful, employees learned from their mistakes 
(Quinn and Spreitzer, 1997). However, the next part of this section will discuss 
managerial practices in the empowerment context in more detail. 
3.2.2 Managerial Practices and Empowerment 
The concept of empowerment cannot be implemented effectively without the support 
of management. Thus, among the factors that influence employees' empowerment, 
leadership has been identified by many researchers as being one of the most, if not the 
most, important (Conger and Kanungo, 1988; Lee and Koh, 2002; Liden et al., 2000). 
These scholars suggest that leaders can affect empowerment in both direct and 
indirect ways. An example of a direct effect is leaders delegating responsibility to 
followers, encouraging trust, expressing confidence in employees, and setting 
inspirational goals. Indirectly, leaders can support empowerment by using different 
managerial techniques and interventions, which aim to change or remove the 
conditions that lead to feelings of powerlessness (Conger, 1989). 
Over the years, a number of research findings have been reported on the relationship 
between a particular management style and empowerment. Management style is 
reflected in the pattern of behaviour which a manager uses in their relationship with 
their subordinates for whom he or she is responsible. It is reflected in the ways in 
which leadership and authority are exercised in everyday work practices, and is 
reflexive in relation to the expectations of those who are managed (Anastassova and 
Purcell, 1995: 179). Thus, using two of the factors of the high-involvement system 
suggested earlier by Bowen and Lawler (1992), Yagil and Gal (2002) found that two 
particular behaviours - participative decision making and the provision of information 
- have a positive effect on a worker's perceived empowerment. In line with this, 
Lashley and Taylor (1998) associate distinct management styles with varying degrees 
of empowerment. They associate the "command and control" style with a limited 
degree of empowerment, and the "participative style" with more extensive 
empowerment. 
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Deci et al. (1989) argued that the leader plays an essential role in providing 
subordinates with empowering experiences. They suggested that "the interpersonal 
work climate created by managers for their subordinates" contributes directly to a 
subordinate's feeling of self-worth and sense of self-determination (Deci et al., 1989, 
p. 580). Similarly, and based on the social exchange theory, Keller and Dansereau 
(1995) found that when leaders or managers provide support for an employees' self- 
worth and expand their negotiating latitude, employees experience empowerment in 
terms of decision-making control. 
As an empowerment-oriented organisation requires a replacement of the traditional 
organisational hierarchies, the role of managers and their ability to implement 
empowering leadership behaviours will become more crucial. The key point here is 
that the nature of effective leadership is different in empowered settings than it is in 
more traditional designs (Ahearne et al., 2005). Thus, leaders with vision can create a 
participative climate and a more empowered condition in which organisational 
members assume the authority to take action to enhance the vision (Ozaralli, 2003). 
Furthermore, researchers have argued that transformational leadership, including 
empowering behaviours such as delegating responsibility to followers, enhances 
followers' capacity to think on their own, encourages them to come up with new and 
creative ideas, as well as enhancing the followers' levels of self-efficacy, confidence, 
meaning, and self-determination (Dvir et al., 2002; Avolio et al., 2004). 
In the hospitality context, Sparrowe (1994); George and Thomas (2003); Kim and 
George (2005) and Chiang and Jang (2008) found that hospitality employees, whose 
relationships with their supervisors are positive, is a significant element in the 
development of empowerment. Sparrowe (1994) study of over thirty-three different 
hospitality organisations revealed that the relationship between subordinates and 
supervisors will generate feelings of having meaningful work, competence and 
impact. In a recent study, Chiang and Jang (2008) reported that supportive leadership 
behaviour played an important role in influencing managerial trust and organisational 
culture that support decision making and job autonomy and consequently encourages 
empowerment in the hotel industry. Empowering leadership has been shown to 
improve empowered behaviour among hospitality employees (Klidas et al., 2007). 
68 
K Odeh Chapter 3: Literature Review 
To conclude, this perspective on empowerment is rooted in theories of social power 
with an emphasis on sharing authority and resources between managers and 
employees. Attention is given to the contextual factors that lead to empowerment. 
However, despite the importance of these `external' factors in empowering 
employees, this perspective has some drawbacks: 
1. Empowerment researchers have found this perspective to be limiting because 
it does not address the nature of empowerment as experienced by employees 
(Lashley, 1999). 
2. Power and resource sharing represent one set of conditions that may or may 
not empower subordinates (Conger and Kanungo, 1988). 
3. Assuming that external factors are sources of empowerment does not take the 
differences among employees into consideration, and thus all employees may 
not feel the same level of empowerment. 
4. Overemphasis on the role of the managers and their actions as a source of 
empowerment will overlook the role of employees in the empowerment 
process and in them empowering themselves. The implication here is that 
employees are not ready to make a difference in the new empowering 
environment, and thus managers must take the initiative in order to increase 
employee competence to do that. 
5. Hales and Klidas (1998, p. 63) concluded in their study of five stars hotels that 
"empowerment means no more than increased responsibility for dealing with 
guests complaints and tightly controlled discretion over how to do so". In 
other words, empowerment tends to have a little or no manifest benefits and 
even where it occurs, it tends to be associated with choice in job related tasks 
rather than establishing an employees voice in organisational contingencies. 
6. Empowerment is about increasing internal commitment to, and ownership of 
the work itself, thus a participation or involvement system is an external 
influence which may increase effectiveness in work results, but not necessarily 
increase the sense of ownership and internalized commitment to the work 
(Argyris, 1998; Thomas and Velthouse, 1990). 
These issues spurred the emergence of the psychological perspective on 
empowerment that considers the ways in which employees evaluate and interpret 
these previous interventions, and how these positive evaluations might result in more 
energized performance as discussed next. 
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3.3 PSYCHOLOGICAL EMPOWERMENT (Positive Value Experiences) 
Psychological empowerment addresses the nature of empowerment as experienced by 
employees. This approach does not assume that an empowerment intervention (e. g. 
delegation of authority, information sharing) automatically produces empowered 
behaviour, but instead it attempts to determine what workers need to believe or feel in 
order for such an intervention to be effective. In other words, the implication here is 
that the way people interpret their work environment and tasks is a focal point in 
determining if they are empowered or not and influences their perceived level of 
empowerment. 
Conger and Kanungo (1988) developed an interesting model of empowerment. Their 
work is considered as the starting point in the psychological empowerment literature. 
Based on their literature review, they criticized previous work on empowerment as it 
considered the concept of empowerment the same as delegating or sharing power with 
subordinates. The key problem, they suggested, is that these meanings do not address 
the experiences of empowered employees. Thus, they viewed empowerment as a 
motivational construct meaning to enable rather than simply to delegate. Utilizing 
Bandura's (1977) self-efficacy concept, they considered empowerment as a process 
by which the organisation creates conditions for heightening motivation for task 
accomplishment through the development of a strong sense of personal efficacy. This 
empowerment experience, in turn, is maintained by Conger and Kanungo (1988, 
p476) to increase "both imitation and persistence of subordinates' task behaviour". 
Thomas and Velthouse (1990) extended the work of Conger and Kanungo (1988) and 
their focus on management practices that enable employees by enhancing their self- 
efficacy. They proposed a psychological model of empowerment that focused on the 
power of organisational practices to energise employee or internal motivation, rather 
than just to enable them. Thomas and Velthouse thus considered empowerment to be 
an intrinsic task motivation that involves positively valued experiences that 
individuals derive directly from a task. Accordingly, they proposed a set of 
cognitions, called task assessments, which are presumed to be the proximal cause of 
intrinsic motivation and satisfaction. These task assessments (subjective judgments) 
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involve the degree of choice, meaningfulness, competence and impact employees 
experience in performing their work. 
Thomas and Velthouse (1990) assert that the task assessments influence behaviour 
through both reinforcement and expectancy dynamics. Strong perceptions of these 
four variables generate positive feelings in workers that reinforce their task efforts. 
They also shape workers' experiences about receiving these intrinsic rewards in the 
future. Thus, here the employees themselves rather than anything else determine if 
they are empowered or not and their perceived level of empowerment. 
Liden and Ard (1996) saw Thomas and Velthouse's work as having a foundation in 
the job characteristics model developed by Hackman and Oldham (1976), which saw 
intrinsic motivation achieved through four job characteristics (skills variety, task 
identity, task significance and feedback) with the mediation of psychological states of 
experienced meaningfulness, experienced responsibility, and knowledge of results. In 
contrast, however, Kraimer et al., (1999) argued that job characteristics represent a set 
of variables closely related to empowerment but differ in at least one way. The 
Hackman and Odham model is designed to measure objective aspects of jobs, 
whereas, the psychological empowerment model reflects the individuals' subjective 
psychological reactions to their work context. Thus, job characteristics have been 
identified as playing a key role in determining the perceptions of empowerment 
(Thomas and Velthouse, 1990; Spreitzer, 1995; Karimar, 1999). Furthermore, Corsun 
and Enz (1999, p. 208) mentioned that psychological empowerment is distinct from 
the job characteristics model because empowerment "exists as a result of factors other 
than structural changes or workers redesign". 
Spreitzer (1992) takes a step forward from the work of Conger and Kanungo (1988) 
and Thomas and Velthouse (1990); she attempted to develop an operational definition 
of empowerment and validated a measure of psychological empowerment in the 
manufacturing context. Accordingly, she defined empowerment as a motivational 
construct manifested in four cognitions: 
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9 Meaningfulness 
A sense of meaning is the value of the work goal, judged in relation to an 
individual's own values (Thomas and Velthouse, 1990). It involves a fit between 
the needs of one's work and one's own values, beliefs, and behaviours (Brief and 
Nord 1990; Hackman and Oldham, 1980) 
0 Competence or self-efficacy 
This is an important motivation construct (Gist and Mictchell, 1992) which refers 
to a belief in one's capability to perform the work activities with the necessary 
skills (Gist, 1987). 
0 Self-determination 
This is an individual's sense of having choice in initiating and regulating actions 
(Deci et al., 1989). Self-determination reflects autonomy (Bell and Staw, 1989). 
0 Impact 
This is the fourth dimension, and, refers to the degree, to which one can influence 
strategic, administrative, or operating outcomes at work (Ashforth, 1989). 
According to her validation study (1995a; 1995b; 1996), Spreitzer found, that those 
four components all contributed to a person's sense of empowerment. In another 
study, of manufacturing managers and lower-level service employees, Spreitzer and 
her colleagues (1997) found that different empowerment dimensions are related to 
different outcomes (effectiveness, satisfaction, and job related strain), and no single 
dimension related to all work outcomes. They, therefore, concluded that employees 
must experience all four of the empowerment dimensions in order for the organisation 
to achieve the desired outcomes (Spreitzer et al., 1997). 
Menon (2001) built upon the Conger and Kanungo (1988) model. He suggested an 
integrative approach for psychological empowerment that represents an integration of 
existing thoughts on empowerment. Menon (2001, p. 161) suggest that "the 
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psychologically empowered state is a cognitive state characterized by a sense of 
perceived control, competence, and goal internalization". According to Menon, the 
dimension of perceived control captures the effects of traditional empowering 
techniques such as delegation, increased employee autonomy... etc. The dimension of 
perceived competence has parallels in the Conger and Kanungo (1988), Thomas and 
Velthouse (1990) and Spreitzer (1995) models. And finally, goal orientation 
represents the energizing aspect of empowerment, which in turn is the main thrust of 
the leadership approach to empowerment. 
The four dimensions of empowerment outlined by Spreitzer (1995) were further 
evaluated by several studies (Fulford and Enz 1995; Kraimer et. al 1999; Hancer and 
George 2003; Boudrias et al., 2004). Fulford and Enz (1995) validated the four 
empowerment dimensions in a service environment. According to their findings, the 
two dimensions of empowerment -Impact and Self-determination- are thought to 
overlap conceptually when applied to a service industry. Thus they found that the 
items from the dimensions of impact and self-determination loaded onto just one 
factor, creating a single third dimension they called influence. The other two 
dimensions (meaningfulness and competence) were consistent with those 
conceptualized by Spreitzer (1995). Subsequently, Hancer and George (2003) 
assessed the influence of perceived empowerment on employees in an empirical study 
of a number of restaurants, where data were collected from lower level employees. 
The result of this study provides support for this three dimensional structure of 
empowerment (meaningfulness, competence and influence) in a service industry. 
At a team level, Kirkman and Rosen (2000) have developed a theoretical model of 
team empowerment that suggested that increased task motivation is due to team 
members' collective positive assessments of their organisational tasks. According to 
their model, team empowerment is a multidimensional construct including four 
dimensions: potency, the collective belief of a team that it can be effective; 
meaningfulness, the extent to which team members feel an intrinsic caring for their 
work; autonomy, the degree to which team members believe that they have freedom 
to make decisions, and impact, the extent to which team members feel that their tasks 
make significant organisational contributions (Kirkman and Rosen, 1999). Obviously, 
these team empowerment dimensions seem to be similar to the empowerment 
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dimensions specified at the individual level of analysis (e. g. Thomas and Velthouse, 
1990; Spreitzer, 1995a). However, the key difference is that empowerment at the 
individual level consists of a set of individual cognitions, whereas team empowerment 
emerges from collective cognitions. This is because task assessments at the individual 
level are related to one employee task, but at the team level it represents members' 
assessments of their tasks and the conditions under which their team works (Kirkman 
et al., 2004). 
Spreitzer, (1995a); Corsun and Enz (1999); Siegal and Gardner (2000); Amenumey, 
(2007) and Ergeniel et al., (2007) focus on the relationships between certain 
organisational factors and psychological empowerment components. Spreitzer (1995) 
reports that a strong socio-political support from subordinates, work groups, peers, 
and superiors; access to information; a work climate focusing on participation; and 
work units with little role ambiguity are critical factors that related to employee 
perception of empowerment. Corsun and Enz (1999) assert a relationship between an 
employee's feeling of psychological empowerment and the supportive work climate 
in which care and trust prevail. Moreover, employees' relationships with each other 
tend to be people oriented and based on sharing. Siegel and Gardner (2000) report that 
communication with managers and general relations within a company were 
significantly related to the empowerment components of meaning, self-determination 
and impact, but not related to competence. Amenumey (2007) found that service 
climate was significantly related to hotel's employee perception of empowerment. 
Koberg et al., (1999); Miller et al., (2001); Hancer and George, (2003); Amenumey, 
(2007) examine the relationship between employees demographic factors and 
psychological empowerment. One of those studies demonstrates no relationships 
between staff perception of empowerment and demographic factors such as years of 
experience or level of education (Miller et al., 2001). Others (e. g., Koberg et al., 1999; 
Hancer and George, 2003) found a positive relationship between feelings of 
empowerment and tenure in the organisation. Furthermore, while Koberg et al. (1999) 
and Amenumey 2007 point out that perceived empowerment did not differ 
significantly between male and female. Hancer and George (2003) In contrast, report 
a significant relationship between gender and psychological empowerment, stating 
that females felt less empowered than males in the meaning and impact components. 
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Hancer and George (2003) found that older employees indicate higher scores in the 
meaning, competence and impact components of empowerment than younger ones. 
To this end, the discussion so far indicated that the concept of psychological 
empowerment still evolves. The debate regarding the number of dimensions and its 
confirmations in the service context and the hospitality business in particular reflects 
the real need for more studies that should be done to evaluate the construct itself, 
antecedents and outcomes in a new environment. The mix findings in the literature, in 
particular the overlapping between self-determination and impact dimensions, 
indicated that psychological empowerment is highly influenced by the industry and 
working environment being investigated, employees characteristics and positions. 
While most studies used the Spreitzer's scale in non-service context and/or within a 
big size business, where a clear division of department, confirmed the four 
dimensions, the three structural factors were supported in the service sector and even 
some reported two factors. Perhaps, as Boudries et al., (2004) noticed the impact 
dimension is sensitive to organisational position. In other words, it may be critical for 
a manager than for non-manager to perceive having impact within the organisation to 
feel empowered. However, this findings might be supported the arguments of Menon 
(2001) in that the construct is a three dimensional rather four dimensions as 
conceptualised by Spreitzer. Flowing from this, the current study contributes to the 
empowerment literature by re-evaluating Spreitzer's scale in a restaurant industry but 
within a non-western working context. Then, examine the validity of the construct by 
investigating it with different attitudinal and behavioural outcomes. 
3.4 EMPOWERED BEHAVIOUR 
The ultimate aim of any empowerment initiative is to create an empowered behaviour 
within the employees; this behaviour is usually characterized by a concentration of 
energy upon the task, activity (as a positive of passivity), flexibility in controlling 
one's own task accomplishment, initiation of new tasks as problems or opportunities 
arise, and resiliency to obstacles, sustaining motivation in the face of problems 
(Thomas and Velthouse, 1990, p. 637). It implies the range of authority that 
empowered employees can exercise in doing their tasks. Empowered behaviour, 
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therefore, reflects a willingness to take responsibility for effective decision making 
across those decisions which must be made (i. e., minimally necessary for job 
completion) and those that are discretionary and require some degree of personal 
initiative (Robbins et al., 2002). 
With specific reference to staff that have direct contact with customers, empowered 
behaviour has been defined in terms of how much discretion and autonomy frontline 
employees are given (Spark et al., 1997; Rafiq and Ahmed, 1998). Rafiq and Ahmed 
(1998) cite three different types of discretion from Kelly (1993): (1) routine discretion 
where employees have a choice of alternatives to implement; (2) creative discretion 
where employees help to generate the choice of alternatives; and (3) deviant creative 
discretion where employees engage in unauthorised alternatives. 
The empowered behaviour described above could be ascribed to the notion of 
customer-oriented behaviour that the service provider displays during the encounter 
with the customer. It implies two kinds of behaviours: Prescribed service role 
behaviour that is expected and formally specified as part of the job (Brif and 
Motowidlo, 1986), which employees usually display when they exercise routine 
discretion; extra-role service behaviour refers to the discretionary behaviour of 
contact employees in serving customers that extend beyond the formal requirements 
(Tsaur and Lin, 2004), that employees show when they implement creative discretion. 
Such behaviours will determine the effectiveness of frontline employees, behaving as 
part-time marketers, and may have a significant impact on customer satisfaction and 
favourable service quality perceptions (Zeithamel et al., 1988; Blancero and 
Johanson, 2001). 
More importantly, another area where empowered behaviour has been found to be 
critical is in the service recovery strategy. Service recovery refers to the action a 
service provider takes to seek out customers' dissatisfaction as a response to poor 
service quality and service failure (Boshoff, 1997; Lewis and Spyrakopoulos, 2001). 
Different studies in service organisations have supported the notion that empowered 
employees play a critical role in the recovery of service failures in an effective and 
efficient manner (Boshoff, 1997; Boshoff and Allen, 2000; Babakus et al., 2003; 
Yavas et at., 2003). Empowerment provides frontline employees with the 
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responsibility and authority needed to act quickly and responsively through increased 
employee flexibility and adaptation during the interaction with the customers 
(Brymer, 1991; Chebat and Kollias, 2000; Hartline et al., 2000). Moreover, by 
empowering employees, organisations relinquish control over many aspects of the 
service delivery (Hartline and Ferrell, 1996) through shifting the locus of control from 
externally imposed organisational control of employees, to internalized personal self- 
control by the employee (Lashley, 1996, p. 336). As part of their boundary-spanning 
roles (Zeithaml and Bitner, 2003), frontline employees have the capability, more than 
other employees in the organisation, to deal with service recovery situations. 
3.5 EMPOWERMENT AND EMPLOYEE EFFECTIVENEESS 
A main premise of the empowerment theory is that empowered individuals should 
perform better than those who are relatively less empowered (Thomas and Velthouse, 
1990). As stated already, empowered employees who possess the four cognitions 
(impact, self-efficacy, self-determination and meaningfulness) are more able to shape 
their work environment in an active rather than a passive manner. Kirkman and 
Roasen (1999) provide empirical evidence that employees' proactivity is positively 
related to a number of crucial effectiveness criteria, including organisational 
commitment, job satisfaction, customer satisfaction and productivity. 
However, employee effectiveness is generally defined as the degree to which an 
employee fulfils or exceeds their work role expectations (Spreitzer, 1995a). Spreitzer 
argues that empowered employees are likely to be seen as effective because they 
proactively execute their job responsibilities. This is because they see themselves as 
competent and able to influence their job and work environments in meaningful ways 
(Ripley and Ripley, 1992). Indeed, if employees believe that they can have an impact 
on the system in which they are embedded, that they can influence organisational 
outcomes, then they will be seen as more effective (Ashforth, 1989). In contrast, 
individuals who do not believe that they can make a difference, will often be seen as 
less effective. 
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Several studies support the contention that empowerment will be related to employee 
effectiveness. Using a framework of intrinsic motivation, Thomas and Tymon (1994) 
found that employees who had a choice regarding how to do their job were found to 
be higher in effectiveness in performance dimensions such as creativity and initiative 
than those with little work autonomy. Furthermore, employees who have greater 
choice regarding how to do their own work, have been found to have high job 
satisfaction and thus contribute to high performance (Spreitzer et al., 1997). Similarly, 
individuals who had more control over work-related decisions were found to be rated 
higher on job performance by their superiors than those with less control over their 
work (Liden et al., 1993). Thus, it would seem that employees' performance can be 
enhanced when they are given autonomy over how their work is to be accomplished. 
Possibly the most salient of all empowerment aspects is competence (self-efficacy). 
The importance of self-efficacy lies in its ability to increase employee performance as 
the employee exerts more effort, becomes more persistent, and learns how to cope 
with task-related obstacles (Conger and Kanungo, 1988; Chebat and Kollias, 2000). 
Indeed, both theoretical arguments (Bandura and Lock, 2003) and empirical results 
(Ahearne et al., 2005; Hartline and Ferrell, 1996) have confirmed that self-efficacy is 
highly related to employee effectiveness. For instance, Spreitzer and her colleagues 
found that competence was most strongly related to managerial effectiveness 
(Spreitzer et al., 1997). Hartline and Ferrell (1996) demonstrated that customers are 
likely to receive a high quality of service when they are served by employees who 
believe strongly in their capability. 
Finally, from a motivational theory point of view, employee performance will be 
enhanced as a result of several extrinsic and intrinsic motivational factors. Intrinsic 
motivation concerns one's desire to perform a task or job for its own sake, rather than 
performing it because of externally imposed prescriptions or associated extrinsic 
rewards. Hence, as empowered employees are increasingly task motivated (Thomas 
and Velthouse, 1990; Spreitzer, 1995), and find meaning in their jobs, this should 
result in a more energized performance. Liden et al. (2000) propose that individuals 
who feel that their jobs are meaningful, and who impact on others inside and outside 
the organisation by completing their job tasks, are motivated to perform well. 
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3.6 EMPOWERMENT AND THE SERVICE PROFIT CHAIN (The Possible 
Link) 
3.6.1 Evaluation of the Service Profit Chain (SPC) 
The service profit chain (SPC) is one well recognized model to explain the link 
between internal and external service marketing. According to Heskett et al. 's service 
profit chain (1994), there are direct relationships between profit, growth, customer 
loyalty, customer satisfaction, the value of goods and service delivered to customers, 
service quality and productivity, and employee capability, satisfaction, and loyalty, as 
figure 3.1 displays. 
Figure 3.1: The Links in the Service-profit Chain 
Employee 
Retention 
Internal External Customer 
Service Employee Service Satisfaction 
Quality Satisfaction Value 
Employee 
Productivity 
Customer 
Loyalty 
Profitability II Revenue 
Growth 
Source: Adapted from Heskett et al. (1994). 
These links in the chain (which should be regarded as propositions) are as follows: 
Profitability and revenue growth are stimulated by customer loyalty. Loyalty is a 
direct result of customer satisfaction. Satisfaction is largely influenced by the 
perceived value of services provided to customers. Value is created through satisfied, 
loyal, and productive employees. Employee satisfaction, in turn, results primarily 
from high-quality support services and policies that enable employees to deliver 
results to customers. The authors have collected evidence from some 20 large service 
organisations, which lead to supporting many of the linkages in the chain. 
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Many researchers have attempted to test some, or all of the links proposed by Heskett 
et al. (1994) in different service contexts. For example, Schneider and Bowen (1985, 
1993) provide evidence of the relationship between employees and customer 
satisfaction. Schlesinger and Zornitsky (1991) empirically support the relationship 
between an employee's capabilities (implied within the construct of internal service 
quality) and customer satisfaction. Recently, Silvestro and Cross (2000) conducted an 
exploratory study of the application of the service profit chain to a single retailing 
organisation in the U. K.; their results showed a correlation between profit, customer 
loyalty, customer satisfaction, service value, internal service quality, output quality 
and productivity, however, there was no support for the claim that these are driven by 
employee satisfaction and loyalty. Rather, they found a strong correlation between 
dissatisfaction and store profitability. This result shows that there is a real need for 
validating the service profit propositions in different contexts. 
3.6.2 The Link between Empowerment Outcomes and the Service Profit Chain 
The theoretical link between employee empowerment and the service profit chain is 
suggested by Bowen and Lawler (1995), as shown in figure 3.2. 
Figure 3.2: The Link between Empowerment and the Service Profit Chain 
Empowerment Employees Employee Service Customer Satisfaction or Feel Able to Value 
Satisfaction 
d Production-Line Produce , and Loyalty an 
Approach? Results for Loyalty 
'------------ I Customers i 
Profit 
--------- and 
Growth 
Adapted from Bowen and Lawler (1995). 
Research on the service profit chain, illustrated in figure 3.1, has not yet established 
that empowerment is a necessary link in the chain (Bowen and Lawler, 1995). The 
chain starts with employee satisfaction (Heskett et al., 1994), which is directly 
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affected by the internal quality of the working environment, and by how much 
employees feel able to produce results for customers. The critical question introduced 
at the beginning of figure 3.2 is whether employees are more likely to feel this way in 
an empowerment approach or a production line approach (Levitt, 1972). 
Bowen and Lawler (1995) speculate that the production-line approach at McDonalds' 
Restaurants is the key factor that enables employees to feel that they can produce 
results for customers, because their job is routine and requires less flexibility and 
personal judgment. As such, employees who confidently perform specialised tasks 
according to established procedures see that the service delivery system rarely fails 
and customers are almost always satisfied (Bowen and Lawler, 1995). Nonetheless, in 
a service organisation with the accelerating need for customisation, adaptability in 
response to customer needs (Hartline and Ferrell, 1996; Chebat and Kollias, 2000), 
responsiveness (Zeithaml et al., 1988), and the flexibility of frontline employee 
empowerment, is essential to deliver high level service quality. 
Thus, based on Bowen and Lawler (1995) and the SPC models presented in this 
section, and the discussion of employee empowerment so far in this chapter, there is 
evidence to justify the link between empowerment outcomes and the Service Profit 
Chain. Heskett et al. (1994) referred to "internal service quality" to the quality of 
work environment that contributes to employee satisfaction. This work environment 
includes job design, reward systems, decision making latitude, information, 
communication, and an effective leadership style that sustains and develops in such a 
workplace. Internal quality is measured by the feelings that employees have toward 
their jobs, colleagues and companies. Thus, based on this argument and discussions in 
section (3.3) and (3.4) so far, empowerment antecedents (organisational and 
managerial practices) and employee feelings toward these factors, are associated with 
internal service quality as suggested by Heskett et al. 's model. For instance, Yoon et 
al. (2004), and Sergant and Frenkel (2000), have empirically found that organisational 
and managerial support correlated positively with employee job satisfaction, 
consequently leading to customer satisfaction. 
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Employee capability is one of the important links in the service profit chain that 
derives employee satisfaction, and in turn results in customer satisfaction. However, 
Schlesinger and Zornitsky (1991) suggested that giving an employee more latitude 
enhances frontline employee capability. Thus, employee empowerment as suggested 
by Bowen and Lawler (1995) should enhance employee capability to produce a result 
for customers. Moreover, the psychological empowerment approach (Thomas and 
Velthouse, 1990) had the same view. Conger and Kanungo (1988) suggested that 
empowerment as a way to enable employees, more specifically, the positive value 
experience that employees have from their tasks (self-efficacy; self-determination and 
impact), will enhance employees' feelings about their ability to do their jobs well. 
Consequently, it can be argued that empowerment will enhance employee capability 
to perform their tasks well, and in turn enhance their satisfaction, commitment and 
performance. 
3.7 EMPOWERMENT AND SERVICE QUALITY (The Proposed Conceptual 
Framework) 
The main assumption in the service marketing literature is that empowered employees 
are in a position to perform better than disempowered employees during encounters 
with customers. As stated already in section (3.6), employee empowerment enables 
workers to perform their job more successfully. Lashley (1999) points out that interest 
in employee empowerment in hospitality service operations is concerned with 
improvements in customer service quality. It is felt that empowerment enables service 
firms to enthuse their employees to take responsibility for the service encounter and to 
want to "delight the customer" (Lashley, 1995). Specifically, it is intended that 
empowered employees will be more committed to successful customer service 
encounters and will have the necessary discretion and autonomy to do whatever is 
needed to please customers. 
Frontline employee empowerment has been found to enhance the customer orientation 
of contact employees (Peccei and Rosenthal, 2001). This is because empowerment 
aids the dissemination of a customer-oriented strategy by bringing the service 
organisation closer to the customer through increased employee flexibility, 
adaptation, and quicker response time to customer needs (Hartline et al., 2000; Chebat 
82 
K Odeh Chapter 3: Literature Review 
and Kollias, 2000). The customer-contact employees' discretion, responsiveness, and 
control will directly influence customers. As such, a service employee who is in 
control of the situation at hand in the service encounter will be able to solve the 
customers' problems and needs more promptly than disempowered employees. 
Despite these arguments, the relationship between employee empowerment and 
service quality still remains unresolved. 
Snipes et al. (2005) have proposed an interesting model to outline this relationship. 
They found that empowerment, under the appropriate conditions, increases 
customers' perceptions of service quality. Thus, building on this model and the 
arguments of the SPC and Bowen and Lawler discussed in a previous section, this 
study advocates that empowerment, as perceived by frontline employees, influences 
customers' evaluation of service quality through employees' attitudinal and 
behavioural responses. Figure 3.3 shows the conceptual framework that outlines the 
relationships between psychological empowerment and service quality in the 
restaurant industry. 
Figure 3.3: The Conceptual Framework 
Job 
Satisfaction 
Psychological Customer - Service 
Empowerment Oriented Quality 
Behaviour 
Organisational 
Commitment 
Source: The Researcher 
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The proposed conceptual model suggests that empowerment will have an indirect 
influence on service quality. The relationship between the frontline employee's 
empowerment and service quality is mediated by job satisfaction, organisation 
commitment and customer-oriented behaviour. Nonetheless, this study extends past 
previous research in several ways: First, by conceptualizing and measuring 
empowerment from the employee's point of view. Past studies have measured 
empowerment from the management point of view, and only a few studies have 
measured it from the employees' perspective (see table 3.1). Moreover, the concept of 
psychological empowerment has not yet been fully examined in the hospitality 
industry. In particular, the mixed results of previous studies regarding the number of 
empowerment dimensions confirmed (Fulford and Enz, 1995; Hancer and George, 
2003; Kim and George, 2006) indicated that there is a real need to re-validate the 
concept itself, and its consequences in a new working context. 
In addition to that, previous studies have examined overall job satisfaction and 
affective employee commitment as mediating variables between employee 
empowerment and several outcomes (Chebat and Kollias, 2000). In this study, 
however, job satisfaction is conceptualised and measured by using different job 
satisfaction facets rather than a global job satisfaction scale. Besides that, another 
contribution of this study lies in an examination of the three components of 
organisational commitment (affective, normative and continuous commitment) 
suggested by Allen and Mayer (1991) as mediating variables between employee 
empowerment and service quality. To the best of the researcher's knowledge, none of 
the existing studies have so far investigated this path in the service industry in 
general, and the hospitality context, in particular. An investigation into the 
interrelationships between all these variables in one study will contribute to service 
marketing and empowerment literature. As such, a comprehensive study is needed to 
determine which factor can better explain the variance in service quality. 
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Table 3.1: Summary of Empowerment Outcomes 
Authors Empowerment Outcomes -Stüdyý, Level' Notes 
dimensions/aspects Type of 
or concepts I* analy- 
sis2 
Cogner and Enhancing feelings Empowerment as an C E and Organisational contextual 
Kanungo of self-efficacy. enabling process M factors may lead to 
(1988) affects both lowering self-efficacy 
initiation and belief among employees. 
persistence of 
subordinates' task 
behaviours. 
Thomas and Empowerment is an Empowerment as an C E and 
Velthouse increased intrinsic enabling process M 
(1990) task motivation. affects both 
Four task initiation and 
assessments persistence of 
(meaning, subordinates' task 
competence, impact behaviour. 
and self- 
determination). 
Brymer Structural and Frontline employee T E and Hospitality industry. 
(1991) flexible empowerment has M Including empowerment 
empowerment. positive effect on process and some cases 
service delivery, and and real examples. 
customer Based on interview with 
satisfaction. general managers. 
Bowen and Empowerment Employee C E 
Lawler means employees satisfaction, 
(1992,1995) are empowered if customer 
they get satisfaction, 
information, are enhances 
rewarded, have the organisational 
knowledge and the performance. 
power to make 
decisions that 
influence 
organisational 
direction and 
performance. 
Sparrow Choice, meaning, Pay satisfaction, E 13 Hospitality Industry. 
(1994) competence and promotion 
impact. satisfaction and 
intent to turnover. 
Fulford and Meaning, self- Empowerment leads E E Hospitality Industry, 
Enz (1995) efficacy, and to increased levels impact dimension and 
influence. of employee and self-determination overlap 
customer and combine to new 
satisfaction and dimension nominated as 
loyalty. influence. 
Spreitzer, Meaning, Managerial E E and Service and 
(1995) competence, self- effectiveness and M manufacturing 
determination, and innovative organisation. 
impact. behaviour. 
*1-C = conceptual; E= empirical 2-E = employees; M= managers; C= Customers. 
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Authors,, ' Empowerment Outcomes Study Level Notes, 
dimensions/aspect s - of 
or concepts Type analy 
1 sis2 
Hartline and The degree to which Employee E E Managers who are 
Ferrel (1996) managers allow adaptability, job committed to service 
employees to use satisfaction, self- quality are more likely to 
their own initiative efficacy, role empower their employees. 
and judgment in conflict, role 
performing their ambiguity, customer Employee empowerment 
jobs. perception of has shown mixed results. 
service quality. 
Goodale et Self-determination, Service quality E E Retailing. 
al. (1997) meaning, (employees' 
competence and perception of the 
impact. service quality that 
they are able to 
provide). 
Sparks et al. Full empowerment, Customer E E Experimental study; data 
(1997) limited satisfaction ( special collected from students 
empowerment, non- case of service using video tapes. 
empowered and failure). 
employee 
communication 
style. 
Spreitzer et Meaning, self- Employee E E and Service and manufacturing 
al. (1997) determination, effectiveness, work M firms. 
competence and satisfaction and job 
impact. strain. 
Hocutt and Empowerment Employee E E and Two separate experiments 
Stone (1998) through autonomy satisfaction, C conducted based on role 
and training. customer play. 
satisfaction. 
Spreitzer et Meaning, self- Upward influence, E E and Psychological 
al. (1999) determination, innovation, M empowerment and 
impact and inspiration, leadership. 
meaning. monitoring. 
Spreitzer and Employee Organisational E E Mangers asked about the 
Mishra involvement in performance, degree of lower employee 
(1999) decision making. improvement and involvement and 
employee morale. performance outcomes. 
Koberg et al. Self-determination, Job satisfaction, E E Hospitals. 
(1999) meaning, work 
competence and effectiveness/produc 
impact. tivity and propensity 
to lead. 
Kirkman and Potency, Team performance E E Team analyses. 
Rosen (1999) meaningfulness, (Productivity, 
autonomy and proactivity and 
impact. customer service) 
team job 
satisfaction, 
organisational and 
team commitment. 
* 1-C = conceptual; E= empirical 2-E = employees; M= managers; C= Customers. 
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Authors Empowerment Outcomes Study Level Notes 
dimensions/aspects - of 
or concepts Type analy 
1 sis2 
Kraimer, Choice, Meaning, Organisational E E Hospital (Nurses) 
Seibert, and Competence and Commitment, 
Liden (1999) Impact Career Intentions 
Lashley There are four Each form of E E and Based on case studies 
(1999) distinct but empowerment M conducted between 1994 
overlapping represents different and 1999. 
managerial sources of 
intentions for satisfaction to both The interviews covered 
empowerment employees and top managers and low 
(participation, employers. level employees in three 
involvement, hospitality organisations. 
commitment, and 
delayering); there 
are five dimensions 
of empowerment 
(task, task 
allocation, power, 
commitment and 
culture). 
Koberg et al. Meaning, self- Work Effectiveness, E E and Hospitals. 
(1999) determination, job satisfaction and M 
competence and propensity to leave. 
impact. 
Liden, Meaning, self- Work satisfaction, E E and Service organisation. 
Wayne, and determination, organisational M Psychology 
Sparrow competence and commitment and job empowerment mediates 
(2000) impact. performance. the relationship between 
job characteristics, 
interpersonal relationships 
and outcomes. 
Sigler and Meaning, self- Employee E E Textile and service 
Pearson determination, performance, and organisations. 
(2000) competence and organisational 
im act. commitment 
Ugboro and Delegation of Job satisfaction, E E In TQM organisation. Top 
Obeng authority, customer management commitment 
(2000) participation or satisfaction. to service has a strong 
involvement, access effect on empowerment. 
to resources. 
Chebat and The degree to which Role conflict, role E E Bank industry. 
Kollias managers allow ambiguity, self- 
(2000) employees to use efficacy, job 
their own initiative satisfaction, 
and judgment in adaptability, 
performing their employee 
jobs. performance. 
Laschinger et Formal power, Trust in E E Kanter's theory of 
al. (2001) informal power and management, job empowerment. 
access to satisfaction and Trust on management 
opportunity organisational mediated the relationship 
information. commitment. between empowerment 
and outcomes. 
*1-C = conceptual; E= empirical 2-E = employees; M= managers C= Customers. 
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Authors Empowerment Outcomes Study. Level°- ' Notes. 
dimensions/aspects - of 
or concepts Type analy 
1 sis2 
Peccei and Internalization of Customer oriented E E* Retailing (Supermarkets). 
Rosenthal organisation behaviour, service The three dimensions of 
(2001) objective, job excellence. empowerment were 
competence and job related to customer- 
autonomy. oriented behaviour. 
Klidas (2001) Empowerment Empowered E E Empowerment across 
practice, behaviour during cultural 
empowering service delivery. hotel industry. 
organisation, 
empowering HR 
practices and 
empowering 
management style. 
Nielson and Decision making Service quality and E E Bank industry. 
Pederson authority and job profit oriented 
(2003) autonomy. behaviour. 
Geralis and Employee Employee well E E Bank Industry. 
Terziovski autonomy, access to being, productivity, 
(2003) information and performance and 
resources and service quality. 
involvement 
practices. 
Laschinger et An integrative Job satisfaction. E E Longitude study in 
al. (2004) empowerment nursing. 
model. 
Structural and 
psychological 
empowerment at different 
points of time. 
Seibert, Empowerment Unit Performance, E E Multiple-level model of 
Silver, and climate (information individual empowerment. 
Randolph sharing, autonomy performance and job 
(2004) through satisfaction. Empowerment climate/ 
boundaries). unit performance. 
Meaning, self- 
determination, Psychological 
competence and empowerment/job 
impact. satisfaction and 
performance. 
Kirkman, Potency, Process E E Team analyses. 
Reson meaningfulness, improvement, 
Tesluk, and autonomy and customer 
Gibson impact. satisfaction. 
(2004) 
Snipes et al. Organisational Job satisfaction and E E and Education industry. 
(2005) ers ective. service quality. C 
Ahearne et Leadership Job performance, E E and Salesperson in 
al. (2005) empowerment adaptability and C pharmaceutical field. 
behaviour, service satisfaction. 
employee self- Data collected from 
efficacy. employees , customers 
and company records. 
* 1-C = conceptual; E= empirical 2-E = employees; M= managers C= Customers. 
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Authors Empowerment Outcomes Study [Level Notes 
dimensions/aspects - of 
or concepts Type analy 
I sis2 
Hechanova et Meaning, Self- Job satisfaction and E E Four industries: hotels, 
al., (2006) determination, employee food service, banking, call 
competence and performance centres and airlines 
Impact 
Andeson and Employee efficacy, Job satisfaction T E and Theoretical model for 
Huang job structure, leading to customer M salesperson empowerment 
(2006) organisational satisfaction, and outcomes including 
structure and retention and organisational, managerial 
culture, leadership consequently and employee perspective 
and training & growth and profit 
reward system. 
Alge et al., Meaning, Self- Creative E E - Public universities. 
(2006) determination, performance and 
competence and Organisational 
Impac citizenship 
behaviour 
Ackfeldt and Organisational Job satisfaction, E E Travel service 
Wonq (2006) perspective of organisational organisation 
empowerment, commitment and 
internal customer-oriented 
communication and behaviour 
professional 
development 
Lee et al., Two items for Job satisfaction, E E Hotel industry 
(2006) measuring organisational 
empowerment : commitment and 
decision authority customer-oriented 
andinde endence behaviour 
Aryee and Meaning, Self- Job satisfaction, task E E -Chinese companies 
Chen, (2006) determination, performance and -Psychological 
competence and withdrawal Empowerment fully 
Impact behaviour mediated the relationship 
between organisational 
work climate, rewards, 
LMX and several 
outcomes. 
Bartram and Meaning, Self- In-role performance E E - Service call center. 
Casimir determination, and satisfaction with -A positive relationship 
(2007) competence and leader with performance and 
Impact negative relationship with 
leader satisfaction. 
- Psychological 
empowerment mediated 
the relationship between 
leadership behaviour and 
job outcomes. 
Bordin et al., Meaning, Self- Job satisfaction and E E - IT employees. 
(2007) determination, organisational - Several antecedents 
competence and commitment were examined (e. g. 
Impact (Affective Access to information, 
commitment) rewards ... etc) 
1-C = conceptual; E= empirical 2-E = employees; M= managers C= Customers 
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Authors Empowerment Outcomes Study Level Notes 
dimensions/aspects - of 
or concepts Type analy 
1 sis2 
Klidas et al., Empowering Empowered E E - Hotels. 
2007 management style, behaviour - Empowering 
rewards, training management style and 
and customer- customer-oriented culture 
oriented culture. correlated significantly 
with empowered 
behaviour. 
Hall (2008) Meaning, Self- Managerial E M - Managers. 
determination, performance 
competence and 
Impact 
Chiang and Meaning, Self- Job satisfaction and E E -Self-determination is the 
Jang (2008) determination, organisational only dimension has a 
competence and commitment positive relationship with 
Impact job satisfaction and 
organisational 
commitment. 
- The four dimensions 
were confirmed. 
- Hotels in Taiwan. 
Gumusluoglu Meaning, Self- Employees E E - Psychological 
and Ilsev determination, creativity empowerment is 
(2008 In competence and meditating the 
Press) Impact relationship between 
transformational 
leadership and employees 
creativity. 
- Turkish Software 
development companies 
Chang and Meaning, Self- Innovative E E -Health service. 
Liu (2008) determination, behaviour and Job - Positive relationship was 
competence and productivity confirmed. 
Impact 
Uneo (2008) Delegation and Service quality E M - Empowerment and 
freedom of action several HRM practices 
were investigated with 
service quality 
- Two type of service: 
mass service and 
technological service in 
UK. 
-A weak relationship was 
confirmed at the mass 
service context but did not 
approve at the 
technological context. 
1-C = conceptual; E= empirical 2-E = employees; M= managers C= Customers. 
90 
KOdeh Chapter 3: Literature Review 
3.8 CONCLUSION 
This chapter has discussed the concept of empowerment; it starts by defining 
empowerment and providing different definitions of empowerment. The chapter 
proceeds to introduce empowerment according to the structural and psychological 
perspective. The nature and benefits of empowered behaviour are discussed in terms 
of employee discretion, and service recovery. This is followed by a discussion of 
employee effectiveness as a result of empowerment, and how empowerment could 
enhance employees' performance and their ability to conduct their tasks with more 
motivation and energy. Finally, the possible link between empowerment and Heskett 
et al. 's profit chain are presented at the end of this chapter. 
This study has adopted the psychological empowerment approach developed by 
Spreitzer 1995a. Whereas Spreitzer's model suggests that psychological 
empowerment is a four dimensional construct namely: meaningfulness, competence, 
self-determination and impact, research in hospitality has suggested that 
psychological empowerment has only three dimensions: meaningfulness, competence 
and influence. This may be because Spreitzer validated her model in the 
manufacturing context and from the manager's perspective rather than employees, in 
a context where a clear division of department clearly makes managers feel that they 
have enough impact within their organisations. In particular, it is the impact 
dimension that appears confused regarding the hospitality employees' perception 
concerning their influence on their departments or organisations. Accordingly, given 
the position of frontline employees in the hospitality industry and the nature of the 
decisions that they can take, what makes employees feel empowered is not likely to 
be the same as that which individuals at a managerial level position should feel to be 
empowered. In other words, it may be more critical for a manager than for a non- 
manager to perceive having some impact within his/her department to feel 
empowered. 
The number of psychological empowerment dimensions is not stable in the restaurant 
industry. While Ford and Enz (1995) and Hancer and George (2003) were able to find 
three dimensions, a recent study by Kim and George (2005) confirmed two 
dimensions only. These results showed that there is a real need to retest the concept 
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itself and its outcomes in a new restaurant context to verify these results. Moreover, 
most of the previous studies were conducted in the western countries context, and a 
few studies were conducted in developing countries. The researcher is not aware of 
any study in the literature that examined the psychological empowerment theory in 
Arabic countries. Therefore, this study can be considered the first attempt to translate 
Spreitzer's scale into the Arabic language, and validate it outside western countries 
working environments. This will contribute to the empowerment literature by testing 
this theory within a new context. 
Reviewing the literature also indicated that very few studies have investigated the 
relationship between employee empowerment and service quality. As table 3.1 has 
shown, these studies are in the banking, retailing, and education industry. The only 
study conducted in the hospitality industry was by Hartline and Ferrell (1996). The 
outcomes of the limited research in this field are mixed. Surprisingly, the Hartline and 
Ferrell study found no relationship between employee empowerment and service 
quality. This may be because Hartline and Ferrell (1996) measured empowerment 
from the management perspective rather than from the employees themselves, 
consequently they failed to capture the employees' opinion. However, this is not to 
claim that organisational practices and managers' role (see section 3.2) are not 
important, but rather that this study supports the fact that organisations are not able to 
obtain the benefits of empowerment practices unless employees do feel they are really 
empowered and they have the state of mind that transforms these practices into 
empowered behaviour, helping them to conduct their job effectively and consequently 
leading to organisational effectiveness. Therefore, one important contribution of this 
study will be measuring empowerment from employees themselves, rather than from 
their managers. 
Despite the wide support for employee empowerment in the service marketing and 
management literature, the effects and outcomes of empowerment need empirical 
proof (Chebat and Kollias, 2000). Therefore, this study will contribute to this 
literature by investigating empirically four potential outcomes of empowerment at one 
study. As table 3.1 has shown, all of these factors (job satisfaction, organisational 
commitment, customer-oriented behaviour and service quality) were examined 
separately with psychological empowerment. However, a comprehensive study 
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including all factors is needed to determine which empowerment dimensions can 
better explain the variance in the different attitudinal and behavioural outcomes. 
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CHAPTER FOUR 
THE CONTEXT OF THE STUDY: 
JORDAN & JORDANIAN RESTAURANTS 
4.0 INTRODUCTION 
This chapter aims to give a background for the study context. It has five sections. The 
first section displays general facts about Jordan. The second section presents an 
overview for Jordan's economy. This is followed by an exploration for the tourism 
industry in Jordan. Section three covers the hospitality industry in Jordan: hotels and 
restaurants. The forth section presents the full-service restaurants in Jordan. The final 
section reviews some literature in Jordan that related to the current study's constructs. 
4.1 FACTS ABOUT . JORDAN 
Jordan is located in the heart of the Middle East, Northwest of Saudi Arabia, South of 
Syria, Southwest of Iraq, and East of the West Bank and Israel. Jordan has access to 
the Red Sea via the port city of Aqaba, located at the northern end of the Gulf of 
Aqaba. 
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Jordan has a population of 6 million. More than 60% of the population are between 16 
and 64 years old. The official language in Jordan is Arabic, which is the mother 
language, and the second language is English. Jordan has two main religions: Islam 
and Christianity. The climate of Jordan has a combination of Mediterranean and and 
desert climates, with the Mediterranean climate prevailing in the North and West of 
the country, while the majority of the country is desert. Generally, the country has 
warm, dry summers and mild, wet winters, with annual average temperatures ranging 
from 12 to 25 °C and summertime highs reaching the 40 °C in the desert regions. 
There is mostly desert plateau in the east, and highland areas in the west; the Great 
Rift Valley separates the East and West Banks of the Jordan River. 
Jordan is a small Arab country with insufficient supplies of water, oil, and other 
natural resources. Poverty, unemployment, and inflation are fundamental problems. 
However, since Jordan does not possess enough natural resources and a strong enough 
industrial sector to compete with its oil producing neighbours, it focuses mainly on 
the service sector and the human capital from educated and professional Jordanians. 
The current fast development of the services sector witnesses the ability of Jordanians 
to provide a favourable environment for economic activity. In 2006, the service sector 
was able to generate around 65% of the total GDP in Jordan, compared with 32% 
from mining and manufacturing industries and 2% from agriculture and fishing. 
4.2 JORDAN ECONOMY: AN OVERVIEW 
Over the past eight years, Jordan has embarked on a comprehensive social and 
economic reform agenda, with the aim of building a modem state based on economic 
vitality with substantial potential for growth and social stability. The kingdom has 
come to realise its vision of becoming an active contributor to the global economy 
with the aim of achieving sustainable economic development, propelling export-led 
growth, and an enabling investment environment. Indeed, since 2000, when Jordan 
joined the World Trade Organisation (WTO), Jordan has made great strides in 
opening up and liberalising its economy, notably in investment and trade-related 
legislation, and in its privatisation programme. As a result, Jordan has had many 
foreign investors. It has free trade with the European Union and with many Arab 
countries. Jordan has Qualifying Industrial Zones (QIZs) that allow free trade into the 
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United States. This creates tremendous opportunities for investing in Jordan. It has 
taken very important steps towards building its economy, and continues to advance. 
Before the war in Iraq, Jordan imported most of its oil from Iraq. Since 2003, 
however, Jordan has been more dependent on oil from other Gulf countries. The 
government ended subsidies for petroleum and other consumer goods in 2008 in an 
effort to control the budget. Despite that, Jordan's economic growth remains strong 
and inflation is under control, as table 4.1 shows: 
Table 4.1: Main Economic Indicators 
Indicators 2001 2002 2003 2004 2005 " 2006' 2007 
Gross Domestic Product 
GDP at market 8.97 9.58 10.19 11.94 12.73 14.25 11.64 
Price (%) 
Real GDP 5.3 5.8 4.2 8.4 7.2 6.4 5.8 
Growth Rate 
Inflation Rate 1.8 1.8 2.3 3.4 3.4 6.3 5.4 
Private 1.243 424 369 589 1.058 2.585 3.132 
Investments 
(US$ bn) 
Capital Market 
Trade volume 943 1.340 2.616.0 5.350.1 23.795.5 20.024.2 19.401.2 
(US$mn) 
Percentage 99.8 42.1 95.2 104.5 344.8 -15.8 -13.2 
change 
Number of listed 161 158 161 192 201 227 246 
companies 
Market 6.3 7.1 11 18.4 37.6 29.7 42.8 
Capitalisation 
(US$bn) 
Market 75.5 80.4 116.8 184.7 326.6 233.9 303.6 
Capitalisation 
/GDP 
Unemployment 14.7 15.3 14.5 12.5 14.8 14 13 
Rate 
Poverty - 14.2% - - 14.7 - - 
incidence (%) 
Source: The Department of Statistics. 
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GDP has been growing steadily, scoring 6.4% in 2006 and 5.8 % in the first nine 
months of 2007. Trade volume increased from US$ 943 million to US$ 19,401.26 
million in 2007. Domestic exports increased to US$4.1 billion in 2006. Official 
foreign currency reserves stand at US$6.4 billion. Market capitalisation reached 
US$42.7 billion in 2007, with more than 246 listed companies, compared with 
US$29.7 billion in 2006. 
Private investment reached US$ 2.5 billion in 2006, compared to US$1.05 billion in 
2005, and US$ 589 million in 2004. In terms of industry growth, the fastest growing 
sectors in 2006 were the manufacturing industry (16.7%), construction (13.1%), 
telecommunications and transport (11.8%), electricity and water (10.7%), wholesale, 
retail, restaurants and hotels (9.9%), and financial and real estate sectors (9.4%). 
Therefore, as expected, improving economic activity in 2006 has relatively reflected 
on the unemployment rate. This trend was evident from the 0.8% decline in the 
unemployment rate to reach 14.0% in 2006, and 13% in 2007. Finally, the inflation 
rate changed from 6.3% in 2006 to 5.4% in 2007. 
The following diagram shows the most important sectors that contributed to Jordan's 
economy during 2007. 
Figure 4.1: GDP Contribution by Sectors 
Source: The Department of Statistics. 
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As figure 4.2 shows, the service sector in Jordan is the most important sector that 
contributed about 65% of the total GNP in Jordan. This is followed by the industry 
and mining sector (32%), and the lesser contributor is the agriculture sector (3%). 
To conclude, the main challenges facing Jordan are reducing dependence on foreign 
grants, reducing the budget deficit, attracting new investments, and creating jobs. The 
statistics indicated that Jordan follows successful steps toward improving its 
economy. The reform agenda and the developed economic policy have clearly 
corresponded to the evolving global trends, and success has been attained in creating 
an attractive investment climate, in which businesses can thrive by tapping into the 
vast global market. As Jordan's economy is a service-oriented economy, more 
attention must be given to the service sector in general, and to the tourism sector in 
particular. The next section will cover tourism in Jordan. 
4.3 TOURISM INDUSTRY IN JORDAN 
Tourism plays a vital role in the Jordanian economy and contributes to the 
improvement of the economic and social welfare of the Jordanians in the long run. 
The development of the tourism industry has been considered as a priority due to its 
high contribution to the economy compared with the other sectors. It contributed 
between 10 percent and 12 percent to the country's Gross National Product in 2006. It 
provides hard currency and helps create new jobs. Therefore, the National Tourism 
Strategy has been established, and its message has been identified based on a 
sustainable development of the tourism economy sector, through the partnership 
between the public and private sectors and the establishment of the civil society. Such 
a partnership will help increase job creation and encourage individual initiatives in 
establishing private enterprises, improving the social situation and increasing the 
tourism sector profits and the country revenues (Ministry of Tourism). 
The expectations of the tourism sector in Jordan are high. In addition to the country's 
political stability, the diversity of their nature and the deep-rooted cultural heritage, 
which has been recently proved by the announcement of Petra as one of the seven 
world wonders, would be good factors for attracting tourists from the region, and the 
world at large. Indeed, Jordan has achieved significant progress in the field of 
tourism; the number of arrivals has increased from 5.5 million in 2002 to 9.5 million 
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in 2006, a growth of about 72%. The number of museum visitors and tourist site 
visitors was about 1.3 million, of which there were 353 thousand Jordanians with a 
percentage of 27% out of the total, and about 960 thousand non-Jordanians with a 
percentage of 73%. This progress has resulted in the development of the tourism 
utilities and the other secondary activities, as shown in the following table: 
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As can be seen, the tourism statistics between 2002 and 2007 indicated that the 
Jordanian tourism industry is growing rapidly. The number of tourists increased from 
4,677,018 visitors in 2002 into 6,528,626 in 2007. Additionally, the sector was able to 
increase the annual income from JD 743 million in 2002 into JD 1,638.9 million in 
2007. 
The increase in the number of tourist utilities has resulted in creating new jobs in this 
sector. As table 4.3 shows: 
Table 4.3: Number of Employees in Different Tourism Activities, 2002-2007 
Type of Activity 
2002 2003 2004 2005 2006 2007 '% 
share 
2007 
Hotels 10324 10499 10708 12884 13256 13,193 38.3 
Tourist Restaurants 5674 6367 6719 9950 9474 13,472 39.1 
Travel Agencies 2511 2621 2826 2774 2888 3,408 9.9 
Rent a Car Companies 1036 928 1287 1357 1357 1,417 4.1 
Tourist Shops 347 296 310 385 493 550 1.6 
Tourist Guides 570 547 601 672 672 686 2.0 
Horse Guides 286 535 493 613 613 613 1.8 
Tourist Transportation 
Companies 
445 499 483 620 667 951 
2.8 
Diving Centers 28 32 32 45 0.1 
Water Sports 89 97 97 120 0.3 
Total 21293 22110 23544 29384 31063 34455 100.0 
Source: Ministry of Tourism and Antiquities 2008 
More than 12000 jobs were created between 2002 and 2007. The total number of 
employees was about 21 thousand in 2002; now, more than 34 thousands employees 
are working in the tourism sector, of which about 38% are working in hotels, about 
39% in restaurants, about 10% in travel agencies, about 4% in rent car companies and 
9% are working in others sub-sectors. The number of hospitality organisations 
increased dramatically from 838 in 2002 to 1088 in 2006. Furthermore, employees in 
the hospitality industry represent 77% of the total tourism workforce in Jordan. This 
means the hospitality industry is a key element in the tourism industry. 
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4.4 HOSPITALITY INDUSTRY IN JORDAN 
The word hospitality is derived from the Latin verb hospitarl, meaning "to receive as 
a guest". Several related worlds come from the same Latin root, including hospital, 
hospice, and hostel. In each of these, the principle meaning focuses on a host who 
receives, welcomes, and caters to the needs of the people temporarily away from their 
homes. In Arabic, the word hospitality has the same meaning, the phrase the Daif 
refers to the person who visits somebody. The word Diafa means the act of 
welcoming and respecting the guests and providing them with their necessary needs 
e. g., food and beverages, accommodation, etc. From the above discussion, one can 
conclude and define hospitality organisations as the organisations that provide people 
with basic needs such as food and beverages, and accommodation. Therefore, this 
section aims at presenting a background for both hotels and restaurants in Jordan. 
The hospitality industry is one of the most important sectors in Jordan. As the 
previous section presented, employees in the hospitality industry represent 76% of the 
total tourism workforce in Jordan. Moreover, the results of the job creation survey, 
which was conducted by the Department of Statistics for the first time, show that the 
hospitality sector has created new jobs in 2006 amounting to 3500, against 2400 lost 
jobs. This shows that the sector gives about 1100 net new jobs. The statistics show 
that the hospitality industry was the most important sector in which the Jordanian 
employment substituted for foreign employment in 2006. On the other hand, the 
foreign employment fell by 360 jobs in net, against 1500 net jobs for the Jordanians. 
Table 4.4: Job Creation in the Hotel and Restaurant Sector, 2006 
Jobs Created 3453 
Jobs Lost 2360 
Net Job Creation 1093 
For Jordanians 1455 
For Non-Jordanians -362 
Source: The Department of Statistics. 
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The hospitality industry in Jordan is a significant part of the Jordanian tourism sector. 
Indeed, it is one of the greatest growing industries in Jordan. The number of 
hospitality organisations increased dramatically from 838 in 2002 to 1088 in 2006, as 
figure 4.2 shows: 
Figure 4.2: Hospitality Industry in Jordan 
Classifications N E 
Classified Hotels 205 11943 
Apartments 125 867 
Unclassified Hotels 141 360 
Others 15 86 
Total (2006) 486 13256 
Source: Researcher's presentation. 
Classification* N E 
Fast Food 88 1911 
Restaurants 215 4732 
Coffee Shops 128 1461 
Nightclubs 55 715 
Total (2004)* 486 9400 
Total (2006) 602 9474 
* based on 2004 classification 
There are 486 establishments in the accommodation services industry, on the other 
hand, there are about 602 restaurants. The total number of employees in the 
hospitality sector is 29,900. Additionally, two associations (Hotels and Restaurants) 
were established in Jordan to enhance the efficiency of the hospitality sector. The 
whole sector is operated and legitimated under the control of the Ministry of Tourism. 
The following section contains more details on this. 
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4.4.1 Hotel Industry in Jordan 
4.4.1.1 Jordan Hotel Association 
The Jordan Hotel Association is a non-profit association representing the hotel 
industry throughout Jordan. The association was established in 1969 and seeks to 
promote cooperation and good relations among proprietors of the hospitality industry. 
It assists members in maintaining a high standard for their establishments to meet 
international standards. JHA brings together hoteliers, commercial concerns and all 
other businesses with an interest in the tourism industry. JHA is a member of the 
International Hotel and Restaurant Association (IH&RA), The Arab Hotel and 
Tourism Association (AHTA), and is the main supporter of the Jordan Tourism Board 
(JTB) in its activities and projects. JHA is the major shareholder for the Jordan 
Applied University College of Hospitality and Tourism Education (JAU), one of the 
best hotel colleges in the Middle East. The objectives of JHR are: 
1. To protect the hotel industry interests and safeguard the rights of its members. 
2. To set and monitor the Industry Standards. 
3. To enhance and develop the hotel industry in cooperation with relevant 
organisational bodies; government or private. 
4. To gather information, compile statistics, prepare studies and research work 
related to the hospitality industry. 
5. To develop legislation and laws for the industry. 
6. To organise local and international conferences and conventions related to the 
hotel industry. 
7. To organise training courses to support the hotel sector. 
8. To cooperate with similar Arab and International Hotel and Restaurant 
Associations. 
9. To collaborate with the public and private sectors for environmental issues. 
10. To publish the JHA newsletter and hotel directory. 
The Jordan Hotel Association represents 486 hotels (Classified and Unclassified of 1- 
5 stars) throughout Jordan. The following is a brief discussion of the main statistics 
concerning hotels in Jordan. 
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4.4.1.2 Hotels in Jordan 
Jordan has a variety of hotels, ranging from international chains, to mid-sized hotels, 
to small apartments. The recent statistics issued by the Jordanian Hotel Association 
indicated that in 2008 there are more than 486 hotels working in Jordan, with more 
than 13,000 employees. These hotels are classified into five general categories, as 
table 4.5 displays: 
Table 4.5: Hotels in Jordan 
Classification Number Employees Rooms Beds 
Five Stars 22 6486 5406 9480 
Four Stars 23 2512 2889 5313 
Three Stars 46 1930 3241 6399 
Two Stars 51 721 2087 4168 
One Star 63 294 1544 3169 
Sub Total 205 11943 15167 28529 
Apartment B 16 148 822 1349 
Apartment C 87 392 2621 5242 
Suites A 2 85 63 107 
Suites B 10 134 306 611 
Suites C 10 108 438 978 
Sub Total 125 867 4250 8287 
Unclassified Hotels 141 360 1778 4297 
Hostels 2 10 1778 4297 
Motels 1 1 14 33 
Camping 12 75 11 18 
Sub Total 156 446 3581 8645 
Grand Total 486 13256 21644 42176 
Source: JHA (2008). 
The first group is the classified hotels, it represents a big hotel size, that has 
international chain brands (Marriott, Holiday Inn, Four Seasons, etc. ). As table 4.5 
showed, there are 205 classified hotels, with 22 five stars hotels, 23 four stars, 46 
three stars, about 51 two stars and 63 one star hotel. The total number of rooms in 
these hotels is 15,167, with a total of 28,529 beds. Around 80% percent of the 
Jordanian hotel workforce is working within the classified hotels. 
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According to table 4.5, the second type of organisation that provides accommodation 
services in Jordan are apartments. This can be classified under a mid-size family 
business. In the Jordanian hospitality market there are 125 working apartments and 
suites. These establishments have 4,250 rooms and around 8,287 beds. The total 
workers in the apartment sector are 867 employees. 
In addition to the above, unclassified hotels represent a good percentage of the 
accommodation service market. Around 141 unclassified hotels are working in 
Jordan, two hostels, and 12 camping utilities. These hotels provide standard services, 
with lower prices. A total of 3,581 rooms with an 8,645 capacity is held in this sector. 
Currently, around 446 employees are working in these hotels. 
4.4.2 Jordanian Restaurant Industry 
4.4.2.1 Jordan Restaurant Association 
The Jordan Restaurant Association (JRA) is a mandatory not-for-profit membership 
association empowered by Law Number 47 in 2002. Created by the Ministry of 
Tourism and Antiquities, the association is supported by classified restaurant owners 
to represent and serve Jordan's growing restaurant industry. It is also a member of the 
International Hotel and Restaurant Association (IH&RA), the Arab Tourism 
Organisation, and the Jordanian Federation of Tourism Association. The main 
objectives of the JRA are: 
1. To represent its members in public advocacy and ensure a customer-friendly 
institutional and regulatory framework for restaurants. 
2. To enhance product development and promote skilled human resources. 
3. To expand JRA business development services to provide professional 
networking, matchmaking and research services. 
4. To strengthen outreach to engage members and respond to their needs. 
5. To allocate a Providence Fund for JRA members and their establishments. 
6. To develop legislation and laws related to the restaurant industry. 
7. To organise training courses for sector employees and non-employees. 
8. To provide career guidance manuals in both English and Arabic. 
9. To attract new restaurants and help existing restaurants to grow and prosper. 
10. To provide assistance with sector related crisis management. 
11. To set and monitor industry standards. 
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JRA represents over 600 classified members including restaurants, entertainment 
cities, coffee shops, fast food outlets, discos, bars, cabaret and night clubs, of between 
I and 5 stars. The following section presents more details about the restaurants in 
Jordan. 
4.4.2.2 Restaurants in Jordan 
The Jordanian restaurant sector has changed over the past six years, as figure 4.3 
shows: 
Source: JRA (2007). 
The number of tourism restaurants changed from 376 in 2002 to be more than 500 
restaurants in 2006. Apart from 2003, which was influenced by Iraq's war, this sector 
is growing rapidly. As a result, the numbers of workers in tourism restaurants 
increased during the past years, as figure 4.4 displays: 
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Figure 4.4: Employee Numbers 
Source: JRA (2007). 
While, the number of employees was 6,702 in 2002, currently, more than 9,000 
employees are working in different Jordanian restaurants at present. This means, over 
the past five years, Jordanian restaurants created more than 4000 new jobs. 
In addition to the above, the restaurant industry has achieved significant progress; the 
total investments and incomes have increased during the past five years, as figure 4.5 
shows: 
Figure 4.5: Investments and Incomes (2002-2006) 
300000000 -- - 268 
- -- 
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250000000 
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200000000 184 -- 171 
150000000 
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139   Investments 
-- 
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100000000 88 
50000000 
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Source: JRA (2007). 
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The total amount of investment in 2002 was 151,529,000 JD, with an income of 
88,450,000 JD. Restaurant incomes and investments were increased to 268, and 202 
JD million, respectively, during 2006. 
4.4.2.2.1 Jordanian Restaurant Classification 
According to the Jordanian Restaurants Association, there are four main types of food 
service institutes in Jordan: fast food, coffee shops, restaurants and night clubs, as 
table 4.6 displays: 
Table 4.6: Jordanian Restaurant Classification 
Classification Numbers Employees 
Fast Food 88 1911 
Coffee Shops 128 1461 
Full-service Restaurants 215 4732 
Night clubs 55 715 
Total 486 9400 
Source: JRA (2004). 
The fast food industry is one of the fastest growing sectors in Jordan. The first branch 
of a fast food chain, McDonalds, was launched in Amman in 1997. Recently, there are 
more than 88 registered fast food restaurants. The total number of employees working 
in fast food restaurants is 1,911. These restaurants represent international chains such 
as McDonalds, KFC, Pizza Hut, etc., as well as some local fast food brands. However, 
in addition to the above, Jordan also has hundreds of small corner shops serving 
Middle Eastern snack foods, which are very popular in Jordan, especially Shawrma, 
Falafl, and I lummus. These are served as either a sandwich or on plates. 
The second type of restaurant in Jordan is coffee shops. This kind of business 
represents a small- to mid-size family business. Currently more than 128 coffee shops 
are in Jordan, with 1,461 employees. Coffee shops mainly serve hot and cold 
beverages, snacks, dessert, some light foods and Shesha. Usually, coffee shops are 
found in big shopping centres, down town, and close to the universities. 
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In addition of that, Jordan has a third type of restaurant which is spreading through the 
kingdom, serving western and oriental food, some specialised in certain cultural food 
such as Chinese, Japanese, Indian, Greek, general Mediterranean/Lebanese and local 
traditional Jordanian dishes (Mansf). As table 4.6 displayed, this kind of restaurant is 
the largest sector in the Jordanian food service market, it has more than 214 
restaurants and employs more than 4,732 employees. 
Finally, night clubs are the forth type of restaurant in Jordan. They are mainly 
spreading in the capital, Amman. Because of cultural and religious reasons, night 
clubs are the smallest sector. Only 55 night clubs are working in Jordan, with 715 
employees. 
4.5 THE CONTEXT OF THE STUDY: FULL-SERVICE RESTAURANTS 
Full-service restaurants represent a main sector in the hospitality industry in Jordan. 
Currently there are more than 251 restaurants that provide full-menu service in 
Jordan. These restaurants are independently owned and usually, but not necessarily, 
operated and managed by the owner. According to the restaurants association 
statistics the history of restaurants business in Jordan started in the 1950s, as table 
(4.7) below shows: 
Table 4.7: Number of full-service restaurants according 
to the year of establishment 
Classification Number of restaurants according to the 
year of establishment 
Restaurants 
numbers 
Employees 
numbers 
1940- 
1959 
1960- 
1979 
1980- 
1999 
2000- 
2003* 
Four stars 0 6 16 6 28 914 
Three stars 0 8 28 15 51 1070 
Two stars 1 2 54 20 77 1862 
One star 2 1 41 17 61 810 
Source: Jordanian restaurants association. *Data until 2003 represents the first 
statistics issued by the association. 
Only three restaurants operated during the 40s and the early 60s, during the 70s 
around 17 restaurants opened and most those were four and three stars restaurants. 
The restaurant business was expanded rapidly during the 80s and 90s; more than 100 
restaurants were opened between 1980-1999. Recently the number of restaurants 
110 
K. Odeh Chapter 4: Jordanian Restaurants 
reached 251 with a total of 5446 employees. Table (4.8) below shows up to date 
statistics regarding these restaurant's classifications and worker numbers 
Table 4.8: Full service restaurants statistics (2007) 
Classification Restaurants Employees 
number number 
Five stars 1 280* 
Four stars 34 1290 
Three stars 82 2019 
Two stars 74 1299 
One star 60 558 
Total 251 5446 
Source: Jordanian restaurants association 
* This restaurant is affiliated to a luxurious club. 
The star classification distinguishes restaurants of a different standing as defined by 
the Jordanian restaurant association. All classifications provide a full service 
operation and therefore included in the study population. 
Regarding the sector performance, full-service restaurants represent one of the most 
successful industries in Jordan compared with other food service segments, as figure 
(4.6) shows: 
Figure 4.6: Investment and income in full-service restaurants 
Investment and Income in Full-service restauranst (million JD) 
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These restaurants generated more than 25 millions JD in 2003 with investment of 
57,325 millions. Based on this, this sector can be considered as the highest producer 
of income in the Jordanian restaurant market. It produced more than 30% of total 
industry income and accounted for 38% of the employed capital in the sector. These 
figures indicate the importance of this segment to the restaurant industry in Jordan. 
Regarding the characteristics of the full-service restaurants, unlike other restaurants in 
Jordan, which serve a limited menu, these restaurants have a full-menu service. The 
menus may be ethnic, such as Italian or they may feature specialities, such as sea 
food, or they may rely on the skill of a chef to prepare dishes unique to the restaurants 
and customers needs. Other possible variations among these restaurants include the 
number of items on the menu, many restaurants serve an extensive menu, whereas 
others- often among the full-service restaurants- offer only one or two traditional 
Jordanian dishes. Prices vary among restaurants but, in general, they tend to be the 
highest in the market. 
In terms of the dining experience, in Jordanian full-service restaurants, customers not 
only expect to find high-quality food and beverage, expertly prepared from fresh 
ingredients, but more importantly professionally presented and served in a compatible 
atmosphere. The level of service is generally high, with a hostess or host greeting and 
escorting customers. In some restaurants, which the researcher visited, a special host 
wearing traditional Jordanian clothes greets customers and provides them with small 
cups of traditional Jordanian coffee before or after being seated or after finishing their 
meal. This is a Jordanian tradition which reflects the hospitable culture. 
Based on the previous discussion in this chapter, this study selected full-service 
restaurants for several reasons. These restaurants represent 50% of the total food 
service industry in Jordan and they employ around 5446 employees. This sector 
generates more than 30% of the total income of tourist restaurants. Moreover, this 
context helped this research to achieve its objectives more than the other types of 
restaurants (e. g., fast food, coffee shops). In light of the above discussion and the 
discussion so far in previous chapters one can conclude that these restaurants 
represent a service context which is highly people intensive with a high level of 
customisation rather than standardisation, a context where service delivery is more 
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likely to be heterogeneous and can not be easily standardised. Accordingly, the role of 
customer contact employees and their performance in enhancing the customer dining 
experience is critical. Following from this, this context represents an ideal working 
environment to investigate the study's model. 
4.6 JORDANIAN LITRATURE AND THE STUDY'S CONSTRUCTS 
Jordanian management scholars have been investigating several research areas. Job 
satisfaction, organisational commitment, and service quality represents the most 
important part of research filed in Jordan. Researchers concentrated their efforts 
mainly on conducting research in the manufacturing and banking industry. A few 
studies have been done in the hospitality industry. However, this section aims to 
review some empirical studies that investigated research areas related to the current 
study (see table 4.7). 
Employees' job attitudes have gained an increasing interest among Jordanian 
management scholars. To date, job satisfaction represents the most important research 
area in the Jordanian literature. Previous studies concentrated on exploring the 
concept of job satisfaction through a number of working environments in Jordan. Al- 
Rasheed (1994) illustrated through an empirical investigation, that Jordanian bank 
managers are educated and experienced, carrying the same patterns of motivation and 
job satisfaction similar to Western managers. Awamleh and Al-Dmour (2001) found 
that in the manufacturing sector in Jordan, transformational leadership behaviour and 
employee's self-efficacy are related to employees' job satisfaction. In a recent study, 
they reported the same findings in the banking industry (Al-Dmour and Awamleh, 
2005). In addition to that, Melhem (2005) found empowerment to be positively 
related to employee job satisfaction in the five star hotels in Jordan. 
Organisational commitment represents another research area that has been explored in 
Jordan since the 1990s. The first commitment study was conducted in 1996. As 
(Auamleh, 1996: 68) argued: "To the best of the researcher's knowledge, this is the 
first one on organisational commitment in Jordan". Furthermore, based on the results 
of surveying the available library sources in Jordan for three months, Suliman (2000) 
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found that no other commitment research has been conducted in Jordan after 1996. 
However, currently, there are less than a handful of studies that can be found in the 
Jordanian library. And there are only four studies investigated the Allen and Myer's 
(1991) three commitment model in Jordan. 
Auamleh's study (1996) investigated the commitment of Jordanian civil service 
managers. The results revealed that the managers were highly committed to their 
organisations. Suliman and Iles (2000) argued that Auamleh's study has two main 
weaknesses: First, the study conceptualised commitment as a one-dimensional 
construct. Second, the sample of the study was only managers, and it is generally 
accepted that managers are generally committed to their organisations more than 
others, because of their special status and the high rewards they get from their jobs. 
Accordingly, Suliman and Iles (2000) examined the validity and reliability of 
affective, continuance and normative commitment using a sample of 1000 employees. 
The results revealed that of the three dimensions mentioned above, two are prevalent 
in the Jordanian work environment. While the results confirmed the affective and 
continuance dimensions, they failed to confirm the normative commitment. 
In another study, Suliman and Iles (2000a) investigated Allen and Mayer's 
commitment scales in three industrial firms; the results confirmed the 
multidimensional construct. However, normative commitment reliability was 0.56, 
which indicated that the scale is very weak in the Jordanian working environment. 
Furthermore, the study's findings indicated a positive relationship between the global 
form of commitment and the three forms of commitment on the one hand, and job 
performance on the other. Additionally, the three forms of commitment showed a 
positive impact on employees' performance. 
Recently, Harahsha and Bashabsha (2006) investigated the impacts of employees' 
needs, which were included in MacCelland's theory of motivation (achievement, 
power and affiliation), upon employees' job commitment in the public sector in 
Jordan. In their study, Harahsha and Bashabsha (2006) confirmed the three 
dimensions of commitment (affective, continuance and normative commitment) 
without overlapping or deleting items. Furthermore, the findings of the study 
indicated a positive relationship between employees' needs and organisational 
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commitment overall. It also confirmed the relationship between MacCelland's needs 
theory and the three aspects of organisational commitment. 
The literature in Jordan revealed a lack of research on the concept of employee 
empowerment. To date, there are only a limited number of published studies. In a 
series of empirical studies, Melhem (2004,2005,2006) investigated the antecedences 
of empowerment in a different Jordanian services industry. His first study, conducted 
in the banking industry, indicated that trust, information and communication, 
knowledge and skills and incentives are important factors affecting employees' 
empowerment (Melhem, 2003). In another study, Melhem (2005) found the same 
findings in the five star hotel context; furthermore, Melhem (2005) expanded his 2004 
study's model by including job satisfaction as one of the outcomes of empowerment. 
The results showed a strong relationship between employee empowerment and job 
satisfaction (R = 0.90). Recently, Melhem (2006) investigated his developed model in 
the Jordanian mobile phone companies. Melhem also confirmed the same results in 
both the banking and hotel context. 
Given the findings of Melhem (2004,2005,2006), one can conclude that at a practical 
level, the Jordanian service organisations seem to have a level of awareness for the 
concept of employee empowerment. On the other hand, from the theoretical 
viewpoint, these findings confirmed empowerment theory that developed in a western 
environment (e. g., Bowen and Lawler, 1992) in a non-western context. However, 
despite the fact that Melhem's studies made a contribution to Jordanian and Arab 
literature, his research mainly investigated the antecedents of empowerment and the 
organisational perspective of the concept. Hence, there is a real need for exploring 
empowerment outcomes in Jordan. Further empirical research is needed to gain more 
understanding of the other empowerment perspectives (e. g., psychological 
empowerment, and team empowerment) and its consequences in the Jordanian 
context in general, and the hospitality sector in particular. 
The importance of quality in the service industry is reflected in everal studies in 
Jordan. Most of these studies emphasised measuring service quality in a particular 
service context e. g., hotels, restaurants, and the educational context, by using different 
tools. Abu-roman (2002) investigated service quality in the fast food restaurants. 
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Service quality was measured through two approaches, the gap (SERVQUAL) scale 
and the SERVPERF scale. The outcomes of the study proved that there is a negative 
gap between the expected service and the performed service in these restaurants. 
However, the results from the attitude approach indicated a satisfactory level. 
Moreover, the location of the restaurants, the physical appearance, as well as the 
speed of service, were the most important factors in affecting customers' evaluations 
for the quality in fast food restaurants in Jordan. Finally, the evaluation of the 
customer for the service quality was different depending on the number of visits to 
these restaurants. 
In another study, Maqableh (2003) examined service quality within Jordanian hotel 
restaurants. Based on 500 respondents from three to five star hotel restaurants, 
Maqableh found that service quality was perceived negatively by the hotel's 
customers. He also found that customers emphasised intangible aspects of service 
when they evaluated the quality in these restaurants. More specifically, employees' 
behaviour, hygienic factors that related to the restaurant's employees, as well as their 
knowledge in restaurant services, were the most significant factors that influenced 
customers' perception. 
In the hotel context, Al-Alak and Al-Tae'e (2002) conducted an interesting study. The 
aim of the study was twofold: To identify the common errors in the provision of 
services by the hotels in Jordan; and to define quality as perceived by the foreign 
guests. The study findings show that the top ten mentioned errors were: poor 
employee attitude, room not ready, poor maintenance, no record of reservation, 
check-in/check out problems, wake up call - early/late/none, dirty guest room, 
changing room type, and noise and facilities not clean. However, at a general level, 
the majority of respondents expressed an overall satisfaction at the quality of services 
provided by the hotels in Jordan, and the intangible side of service was the most 
critical factor. 
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Table 4.9: Summary of the Literature in Jordan 
Authors Constructs'' Study Context Notes' 
Type 
Awamleh and Al- Leadership, job satisfaction E* Banking 
Dmour (2005) and performance. industry. 
Al-dmour and Al- Leadership, job satisfaction E Manufacturing. 
Awamelh (2001) and performance. 
Antecedents of E Banking 
Melhem (2003) empowerment, and 
industry. 
empowerment. 
Information, knowledge and 
Melhem (2005) 
Antecedents of E Five star skill, and incentives. 
empowerment, hotels. There is a positive 
empowerment and job relationship between 
satisfaction. empowerment and job 
satisfaction. 
Melhem (2006) Antecedents of E Mobile phone Information, knowledge and 
empowerment, and companies. skill, and incentives. 
empowerment. 
Suliman and Iles Organisational E Industrial 
(2000) commitment and firms. 
performance. 
Suliman and Iles Organisational E Industrial Three forms: affective, 
(2000a) commitment. firms normative and . continuance commitments. 
Affective and continuance 
commitment were confirmed. 
Harahsha and Organisational E Government Three forms: affective, 
commitment, employees (services). normative and 
Bashabsha (2006) need (MacCelland's continuance commitments 
theory). were confirmed. 
There is a positive 
relationship between 
employees' needs and 
commitment. 
Auamleh (1996) Organisational E Civil service One-dimensional construct. 
commitment. managers 
Government . 
Magabelh (2003) Service quality. E Hotel Gap approach. 
restaurants. Attitudinal approach. 
Service quality is negatively 
perceived in both scales. 
Employees' factors are the 
most important factors 
(competent, behaviour, 
physical and hygienic 
factors). 
Al-Alak and Al- Service quality. E Hotels. Employees' attitudes are the 
ta'e (2003) most important factor for 
evaluation of service quality . 
* Empirical 
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Table (4.7): Summary of the Literature in Jordan 
Authors Constructs Study Context Notes 
Type 
Al-ta'e (2003) Service quality. E Hotels. Employees' performance and 
behaviour are the most 
important factors for 
evaluation of service quality. 
Al-Alak and Al- Service quality. E Hotels. Employees' attitudes are the 
ta'e (2003) most important factors for 
evaluation of service quality. 
bo-roman (2002) Service quality. E Fast food Gap approach. 
restaurants. Attitudinal approach. 
Service quality is 
differentially perceived 
in both scales. 
Location, physical, and speed 
of service are the most 
important dimensions. 
Case study. 
Source: The researcher's presentation. 
4.7 CONCLUSION 
The chapter's aim was to present the background for the study context. Overall, the 
chapter presented some facts about Jordan in the wider context of the current research, 
and the restaurant industry was the specific context of the empirical study. From the 
review of the economic, tourism, and restaurant statistics, as well as the literature 
review in Jordan, the following points emerged: 
1. Jordan has been following successful steps toward improving its economy; the 
statistics indicated Jordan's economy is under control. 
2. The service sector is one of the critical sources of incomes in Jordan; it created 
most jobs in Jordan, either in the public or private sector, and accounted for 
65% of the total GDP. 
3. The tourism industry contributed more than 12% of Jordan's GNP; the 
expectation indicated tourism income will be doubled in the near future. 
4. The hospitality industry is one of the fastest growing industries in Jordan; the 
increase in numbers of food and accommodation service utilities, as well as 
the number of workers, underscores the importance of this sector for Jordan. 
5. The restaurant industry expanded rapidly over the past eight years; the 
increase of registered restaurants, and the amount of investment in the sector 
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overall, reflects the key role of this business for the Jordanian tourism 
industry. 
6. The literature in Jordan indicated that there is a real need for more research in 
the area of frontline employees in Jordan. The studies showed that the 
important factors that impact customer perceptions of quality of service in the 
hospitality industry in Jordan are employees' behaviour and attitudes. 
Furthermore, the results showed employees' behaviour and attitudes need 
more attention from the management and researchers. 
7. The concept of empowerment needs more exploration in Jordan. Only three 
published research papers were found. These studies focused mainly on the 
organisational perspective, and neglected the psychological part of the 
concept. 
8. Given the findings from service quality literature, a study that focuses on 
frontline employee empowerment, job attitudes, employees' behaviour and 
service quality is necessary. This study addresses this gap by investigating 
empirically the relationship between psychological empowerment, job 
satisfaction, organisational commitment, customer-oriented behaviour and 
service quality in the Jordanian restaurant context 
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CHAPTER FIVE 
RESEARCH METHODOLOGY 
5.0 INTRODUCTION 
This chapter addresses all major aspects of the research design. These aspects are 
discussed in ten sections. The first section presents the research philosophy. The study 
objectives and the research question are discussed in section two and three, 
subsequently. The formulation of hypotheses is presented in section four. Research 
design is covered in section five. Then, questionnaire construction measures are 
reviewed. The sampling approach is discussed in section nine. Finally, the data 
analysis techniques will be covered. 
5.1 RESEARCH PHILOSOPHY 
The main aim of the scientific research is to explain and understand a particular 
phenomenon in our life. To do so, researchers should choose an appropriate scientific 
paradigm within which they can understand the area of inquiry under consideration. 
According to Healy and Perry (2005), a scientific research paradigm is an overall 
conceptual framework within which some researches work; that is, a paradigm is a 
word view. Guba and Licon, (1994, p. 105) defined a paradigm as "the basic belief 
system or worldview that guides the investigator". Philosophy of science incorporates 
beliefs and assumptions regarding ontology (the nature of reality), epistemology (the 
relationship between the researcher and the research participant), and methodology 
(the process and procedures of research). A scholar's personal philosophy of science 
will directly influence her or his selection of the research paradigm to guide the 
research (Ponterotto, 2002, p. 369). 
Within social research, there are three main research paradigms. These are the 
positivist paradigm, the phenomenology or the interpretivist's paradigm and the 
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critical perspective. Table 5.1 summarises the major characteristics of these 
paradigms. 
Table 5.1: Characteristics of Social Research Paradigms 
Criterion Positivisim Interpretivisim - Critical Perspective 
Reality " Objective, out " Subjective, in people's " Both out there and in 
there to be found. minds. people's minds. 
" Created, not found, 
interpreted differently by 
people. 
Science " Based on strict " Based on common sense. " Conditions shape life 
rules and " Inductive. but can be changed. 
procedures. " Not value free. " Relying on sense and 
" Deductive. impressions. 
" Value free. " Not value free. 
Purpose of " To explain social " To interpret social life. " To explain, interpret 
research life. " To understand social life. and elucidate. 
" To discover the " To discover people's " To disclose myths and 
laws of social life. meanings. illusions. 
Common " Experiments/ " Hermeneutical/dialectical " Dialogic/dialectical: 
methodologies surveys: verification : researcher is a researcher is a 
of hypotheses, chiefly "passionate participant" "transformative 
quantitative methods. within the world being intellectual" who 
investigated. changes the social 
world within which 
participants live. 
Sources: Sarantakos (1998, p. 40); Healy and Perry (2005, p. 119). 
Bryman (2001) described positivism as an epistemological position that advocates the 
application of the methods of the natural sciences to the study of social reality and 
beyond. For positivists, human beings are rational individuals who are governed by 
social law, their behaviour is learned through observation and governed by external 
causes that produce the same result (Sarantakos, 1998). Thus, in positivism "the 
behaviour of humans, like the behaviour of matter, can be objectively measured" 
(Haralambos and Holborn, 1997, p. 14). Reality is assumed to be un-problematically 
existing `out there' independent of the perception, beliefs, and bias of the researcher. 
Research is value-free and the researcher is independent, taking the role of an 
objective analyst (Blumberg et al., 2005). Moreover, all observations are guided by 
the use established terminologies, concepts and theories which provide a common 
basis for unifying the research. That is an inductive approach rather than a deductive 
one. In positivism, a quantitative method that employs statistics, uses a large sample, 
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surveys, structural equation modelling, etc., is the common methodology used. For 
example, through a questionnaire, constructs can be operationalised, objectivity 
maintained, and relationships between variables tested using path analysis and related 
regression techniques (Bryman, 1984). 
Unlike positivism, the second paradigm, inerpretivism, is concerned with how people 
interact and get along with each other. The study of the social world therefore requires 
a different logic of research procedures; one that reflects the distinctiveness of 
humans as opposed to the natural order (Bryman, 2001). Newman (2000, p. 71) 
described the interpretive paradigm as "the systematic analysis of socially meaningful 
action through the direct detailed observation of people in natural settings in order to 
arrive at understanding and interpretations of how people create and maintain their 
social worlds". As such, interpretivists hold the view that the world and "reality" are 
socially constructed and given meaning by people; the researcher is part of what is 
observed and research is driven by interests. The role of the researcher is as the expert 
who interacts and influences the research process, and is "not value free". Thus, field 
studies that engage researchers and participants in the real social setting are more 
appropriate to generate interpretive knowledge. A common methodology used in the 
interpretive paradigm is a qualitative method that employs in depth interview, 
entoghoraphy, grounded theory, etc., to gather and analyse the obtained data. 
As the debate between the above paradigms continues, there are those who address 
the strengths and weaknesses of both perspectives and suggest a compromise position. 
That is a realist or critical paradigm (Sarantakos, 1998; Blumberg et al., 2005). 
Realism is a research philosophy sharing principles of positivism and interpretivism. 
(Blumberg et al., 2005, p. 20). In other words, this paradigm neither rejects positivism 
nor accepts the interpretive belief, and vice versa. Like positivism, it supports the 
belief that social sciences can rely on the research approaches dominant in the natural 
sciences. However, it also concedes that understanding people and their behaviour 
requires acknowledgement of the subjectivity inherent in humans. 
In light of the previous discussion so far, and the research question suggested, the 
paradigm which underpins this research leans more towards a positivist paradigm, but 
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seeks some type of compromise between the positivist and interpretive approaches. 
And the rationale behind this decision is: 
1. This research relies upon theory testing rather than theory building; this is a 
positivist approach. The discussion in chapter three indicated that the developed 
model and the six hypotheses derived from it, which was tested in this study, were 
built on an existing theoretical model that is the service profit chain (SPC) model. 
This is a deductive approach rather inductive approach. 
2. Choosing the positivist approach for this research also, relates in large part to the 
collection and analysis of data that helps in testing the research hypotheses 
(associations between variables). In quantitative studies, like this study, the 
concepts need to be operationalised in a way that enables the researchers to get 
facts measured quantitatively. Accordingly, this study used existing scales to 
measure all constructs in hand (see section 5.7). These scales have been used 
extensively in the literature showing a good reliability and validity outcomes. But 
all instruments subject to testing in the Jordanian restaurants context. Indeed, a 
review of the literature on psychological empowerment and services marketing 
reveals that majority of the studies have used surveys and questionnaires as a 
method to collect the data, and multiple regression and other multivariate 
techniques to analyse the data. 
3. The final reason lies behind the issue of generalisibility of the results. Saunders et 
al. (2007, p. 1 18) argued that "in order to be able to generalise statistically about 
regularities in human social behaviour it is necessary to select sample of sufficient 
numerical size". In this study, the quantitative method of survey was considered as 
the research design for data collection. Survey design is one of the most common 
methods in marketing and social research for collecting data from a large sample 
allowing researchers to generalise their results into the study's population. This 
study has a sufficient sample size (N=298) which helps in generalising the results 
in Jordanian restaurants context. 
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5.2 RESEARCH QUESTION 
Hospitality organisations have been concerned to gain greater competitive advantage 
by addressing issues of service quality. Since it is becoming increasingly difficult to 
create competitive advantage from the range of services offered, in many service 
firms it is the contact employees, and not the service itself, that provides the source of 
differentiation and creates competitive advantage (Pfeffer, 1994). Contact employees 
are usually a customer's first point of connection with the firm; they have the 
responsibility to sell the firm's service, deliver on the promise offered by the firm, and 
build an image (Bettencourt and Brown, 1997). Customers' satisfaction and 
customers' perceptions of service quality are significantly influenced by the attitudes 
and behaviours of service employees (Parasuraman et al., 1988; Bitner et al., 1990). 
Therefore, success in the hospitality industry depends on managing and retaining 
these service employees (Hartline and Ferrell, 1996). 
The services literature has proposed two main approaches for managing service 
employees. The production line approach (Levitt, 1972) implies that tasks are 
standardised and prescribed, thus managers can directly control employee interactions 
with customers. However, in fact, the problem of variability in customer perceptions 
of service, as well as service provider perceptions of customer needs, and 
organisations' service specifications may not be well matched through this approach. 
Hence, allowing contact employees to exercise some level of discretion in all 
situations and to work beyond their prescribed scripts is essential to maintain a high 
quality of service. Accordingly, the idea of improving performance in service delivery 
is a strong driving force behind moves towards empowering customer-contact service 
employees (Bowen and Lawler, 1992; Lashley, 2001). 
Although the relationship between employee empowerment and service quality is 
intuitively plausible, very little research attention has been paid to the possible 
linkages between these concepts. A review of the service marketing literature has so 
far revealed only a handful of studies, with mixed results (e. g., Hartline and Ferrell, 
1996; King and Gary, 1997; Goodale et al., 1997; Geralis and Terziovski, 2003; 
Nielson et al., 2003; Snipes et al., 2005; Ueno, 2008). For instance, while the King 
and Gary (1997) study did not support the relationship in the hotel industry, the 
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Snipes et al. (2005) study has supported a strong indirect relationship in the 
educational context. Most of these previous studies have conceptualised 
empowerment as an organisational and structural perspective; only the Goodale et al. 
(1997) study has related psychological empowerment to service quality, and then only 
in the retailing industry. Following from this, the current study attempts to answer the 
main question: 
Does frontline employee empowerment have a positive effect on perceived service 
quality in the restaurant industry? 
5.3 RESEARCH OBJECTIVES 
This study examines the relationship between psychological empowerment and 
perceived service quality in the restaurant industry. More specifically, the study 
objectives are: 
1. To test a model that identifies the relationship between psychological 
empowerment and perceived service quality in the Jordanian restaurant 
industry. 
2. To measure employee's psychological empowerment in Jordanian restaurants. 
3. To measure employee's job satisfaction in Jordanian restaurants. 
4. To measure employee's organisational commitment in Jordanian restaurants. 
5. To measure employee's customer-oriented behaviour in Jordanian restaurants. 
6. To determine the path through which - employee job attitudes 0 ob satisfaction 
and organisational commitment) or (employee behaviour) - psychological 
empowerment influences service quality. 
5.4 HYPOTHESES DEVELOPMENT 
Customer-contact employees' literature reveals two main conclusions: First, managers 
and/or organisational practices can influence the responses of customer-contact 
employees so as to enhance service quality and; second, the responses of customer- 
contact employees will heavily influence customer perceptions of service quality and 
the service encounter. As stated earlier, empowerment has been suggested to be a 
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solution for managing the service encounter (Chebat and Kollias, 2000) despite the 
fact that the relationship between empowerment and service quality remains 
unresolved. 
The proposed conceptual model in this study suggests that empowerment will have an 
indirect influence on service quality. The relationship between the frontline 
employee's empowerment and service quality is mediated by job satisfaction, 
organisational commitment and customer-oriented behaviour. To test this model, 
eight hypotheses are developed, as figure 4.1 shows: 
Figure 5.1: The Study Hypotheses 
............................................................................... 
Hl Job 
Satisfaction 
H2b 
............................................ 
H2a 
Psychological Customer - Service 
H3 
Empowerment Oriented Quality 
Behaviour H4 
H6a 
I Organisational I 
H5 Commitment H6b 
Source: The Researcher 
Empowerment and Job Satisfaction 
Job satisfaction is defined as "the pleasurable emotional state resulting from the 
appraisal of one's job as achieving or facilitating the achievement of one's job values" 
(Locke 1969, p. 316). Job satisfaction is critical for all segments of the workforce, 
particularly for those in the frontline position. Bowen and Lawler (1992) held that one 
of the four advantages of empowering service employees is satisfaction with work. 
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Lashley (1996, p. 342), for example, claims that empowerment can "tap into 
enthusiasm and intrinsic sources of job satisfaction". 
Perceptions of empowerment have been found to be related to high levels of job 
satisfaction (Spreitzer et al., 1997; Laschinger et al., 2001; Liden et al., 2000; Seibert 
et al., 2004). One of the four empowerment dimensions, the strongest theoretical 
argument for a positive relationship to work satisfaction, has been made for 
meaningful dimension (Liden et al., 2000). Herzberg et al., (1959) argued that work 
satisfaction could be obtained when individuals engaged in meaningful jobs. 
Hackman and Oldham (1980) saw a meaningful job as a critical precursor to work 
satisfaction. Employees who perceive their jobs to be significant and worthwhile feel 
a higher level of job satisfaction. In contrast, low levels of meaningful work have 
been linked to apathy, and consequently to a lower level of job satisfaction (Thomas 
and Velthouse, 1990). 
Arguments have also been made for positive relations between the other 
empowerment dimensions and job satisfaction. Looking at the impact dimension, 
individuals should derive a sense of satisfaction with work itself when they feel that 
they have been directly involved in outcomes that affect the organisation (Liden et al., 
2000). Similarly, the more individuals are involved in decision-making, the more 
satisfied they should be with the work itself (Niehaoff et al., 1990). Furthermore, the 
sense of self-determination can also enhance employee satisfaction in their work. This 
dimension reflects autonomy in work. And the latter related to increased job 
satisfaction (Brown and Peterson, 1994; Melhem, 2004). Finally, research on self- 
efficacy indicates that individuals, who possess confidence in being able to succeed, 
are happier with their work than those who fear that they may fail. Accordingly, 
employees who have greater choice over, and derive greater meaning from how they 
do their work, will be more satisfied in their jobs. Thus, the following hypothesis is 
proposed. 
Hl: Psychological empowerment will have a positive relationship with 
employees' job satisfaction. 
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Job Satisfaction Consequences 
The relationship between job satisfaction and employee performance has been 
extensively examined in the organisational behaviour and marketing literatures. In the 
services marketing literature, researchers have found a strong linkage between job 
satisfaction and employee performance (Chebat and Kollias, 2000; Hartline and 
Ferrell, 1996; Churchill et al., 1985). In a service organisation, it is possible that 
employee job satisfaction may have its biggest impact in the area of customer 
satisfaction. In fact, this idea is the heart of the service profit chain model (Heskett et 
al., 1994), which suggests that the firm's financial performance is derived from 
customer satisfaction, which is derived from employee performance, which in turn, is 
derived from employee satisfaction. 
Studies have shown that job satisfaction is positively related to employee perception 
of service quality (Schlesinger and Zornistky, 1991; Malhotra and Mukherjee, 2004; 
Kartepe et al., 2004), customer rating of service quality (Hartline and Ferrell, 1996; 
Yoon et al., 2001; Snipes et al., 2005), service recovery performance (Babakus et al. 
2003), citizenship behaviour (Yoon and Suh, 2003; Gonzalez and Garazo, 2006) and 
customer-oriented behaviour (Kelly and Hoffman, 1997; Bettencourt and Brown, 
2003). Therefore, as more satisfied employees will exert more effort to satisfy 
customer needs and settle complaints, the following hypotheses are proposed. 
H2a: Job satisfaction will have a positive relationship with employees' 
customer-oriented behaviour. 
H2b: Job satisfaction will have a positive relationship with service quality. 
Empowerment and Customer-oriented Behaviour 
According to Brif and Motowidlo (1986) pro-social organisation behaviour is 
performed by a member of an organisation, directed toward an individual, group or 
organisation with whom he or she interacts while carrying out his organisational role. 
Based on this definition, customer-oriented behaviour is one kind of organisational 
pro-social behaviour. The pro-social behaviour can be in two forms: the prescribed 
service role and extra-role behaviour. The prescribed service role refers to behaviour 
that is expected and formally specified as part of the job (Brif and Motowidlo, 1986), 
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while extra-role service behaviour refers to the discretionary behaviour of contact 
employees in serving customers that extends beyond the formal requirements (Tsaur 
and Lin, 2004). 
Although past studies have investigated different organisational and individual factors 
affecting pro-social behaviour, few studies have attempted to investigate the effects of 
empowerment on customer-oriented behaviour. According to Conger and Kanungo 
(1998), empowerment increases self-efficacy among employees. Self-efficacy or 
competence is an individual's belief in his or her capability to perform activities with 
skill (Gist, 1987). Furthermore, self-determination also reflects autonomy in the 
initiation and continuation of work behaviours and processes (Spreitzer, 1995). 
Consequently, job autonomy and employee motivation represent a precondition for 
customer-oriented behaviour (Peccei and Rosenthal, 2001). Hence, the following 
hypothesis is proposed. 
H3: Psychological empowerment will have a positive relationship with 
employees' customer- oriented behaviour. 
Customer-oriented Behaviour and Service Quality 
As mentioned earlier, the evaluation of service quality is heavily dependent on how 
contact employees interact with customers. Therefore, in addition to role-prescribed 
activities, extra-role activities toward the customer can be a critical factor that 
determines the level of service quality. Kelley and Hoffman (1997) suggest that the 
key dimensions of service quality - empathy, assurance, and responsiveness - may be 
enhanced through the performance of customer-oriented behaviours resulting in more 
favourable evaluations of service quality. Thus this study proposes that 
H4: Customer-oriented behaviour will have a positive relationship with 
service quality. 
Empowerment and Organisational Commitment 
Organisational commitment refers to the extent to which an individual identifies, and 
is involved with his or her organisation and/or is willing to leave it (Greenberg and 
Baron, 1997). Organisational commitment deals with the attitudes of the people 
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towards their company. Meyer and Allen (1990) proposed a three-component model 
of organisational commitments, as follows: 
1) Affective commitment is an individual's emotional attachment, identification 
with, and involvement in a particular organisation. 
2) Continuance Commitment reflects an employee's awareness of the cost 
associated with the leaving of the organisation. 
3) Normative Commitment reflects an individual's sense of obligation for 
remaining in the organisation. 
Meyer and Allen (1990) argued that one of the most important reasons for 
distinguishing among the different forms of organisational commitment was that they 
have different implications for behaviour. Although all these forms of commitment 
tend to bind employees to their organisation, and hence related negatively to turnover, 
their relations with other types of work behaviour can be quite different (Meyer et al., 
2002). Indeed, research shows that affective commitment has the strongest positive 
correlation with job performance, organisational citizenship behaviour and 
attendance, followed by normative commitment. Continuance commitment tends to 
be unrelated, or negatively related, to these behaviours (Meyer et al., 2004). 
However, in considering how empowerment influences commitment, Kraimer, 
Seibert, and Liden (1999) found that self-determination and impact, the dimensions of 
psychological empowerment associated with employees' sense of control at work, 
mean that employees who have autonomy over their work exhibit higher levels of 
affective commitment. Likewise, Thomas and Velthouse (1990) argued that 
employees who feel that their jobs fit with their values and objectives (the meaning 
dimension) will be more committed to their organisation. Liden et al. (2000) argued 
that empowerment may contribute to a sense of commitment to the organisation 
through a process of reciprocation. Individuals tend to appreciate organisations that 
provide opportunities for decision latitude, challenge, and responsibility, as well as for 
the feelings of meaning, impact, self-determination and mastery that result from these 
conditions. They are likely to reciprocate by being more committed to the 
organisation (Kraimer et al., 1999). Likewise, Thomas and Velthouse (1990) argued 
that employees who feel that their jobs fit with their values and objectives (the 
meaning dimension) will be more committed to their organisation. Several empirical 
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studies have found significant correlations between empowerment and organisation 
commitment (e. g. Laschinger et al., 2001; Koberg et al., 1999). Hence, the following 
hypothesis is proposed. 
H5: Psychological empowerment will have a positive relationship with 
employees' organisational commitment. 
Organisational Commitment Consequences 
Organisational commitment has many positive consequences for the organisation. It 
has been found to be positively related to job performance (Meyer et al., 2002), where 
employees with strong affective commitment contribute more to the accomplishment 
of the organisational goals. More committed employees will devote more effort to the 
organisation's service quality objectives. Despite this fact, research studies have 
produced differing results about the relationship between organisational commitment 
and behaviourally related variables. While some researches indicated that there is no 
relationship (Ackfeldt and Wong, 2006), some say there is a negative one (Hartline 
and Ferrell, 1993). Meanwhile, recent studies have shown that employee commitment 
has a direct influence on service quality (Malhotra and Mukherjee, 2003), service 
recovery performance (Babakusa et al., 2003; Boshoff and Allan, 2000; Yavas et al., 
2003), the capacity to satisfy customers (Sergeant and Frenkel, 2000) and finally, on 
an employee's creative discretion behaviour (Kelley, 1993). Following on from this 
debate, the following hypotheses are proposed. 
H6a: Organisational commitment will have a positive relationship with 
employees' customer-oriented behaviours. 
H6b: Organisational commitment will have a positive relationship with 
service quality. 
5.5 RESEARCH DESIGN 
Research design concerns the planning of scientific inquiry, and the development of a 
strategy for finding out something. Churchill and Brown (2004, p. 4) defined a 
research design as `the framework or plan for a study used as a guide in collecting 
data and analysing it'. It is the blueprint that is followed in completing a study. 
Research design then, involves a number of interrelated decisions that each researcher 
131 
KOdeh Chapter 5: Research Methodology 
must take in order to answer his/her question(s) and solve a particular problem(s) 
under investigation (Sekaran, 2003). 
Sekaran (2003), and Saunders et al. (2000) suggested three general categories of 
research: exploratory, descriptive and explanatory or hypothesis testing; as table 5.2 
shows: 
Table 5.2: Goals of Research 
Exploratory Descriptive' Explanatory 
" Become familiar with the " Provide a detailed, highly " Test a theory's 
basic facts, setting and accurate picture. predictions or 
concerns. " Locate new data that principles. 
" Create a general mental contradict past data. " Elaborate and enrich a 
picture of conditions. " Create a set of categories theory's explanation. 
" Formulate and focus questions or classify types. " Extend a theory to new 
for future research. " Clarify a sequence of issues or topics. 
" Generate new ideas, steps or stages. " Support or refute an 
conjectures, or hypotheses. " Document a causal explanation or 
Determine the feasibility of process or mechanism. prediction. 
conducting research. " Report on background or " Link issues or topics 
Develop techniques for context of a situation. with a general principle. 
measuring and locating future " Determine which of 
data. several explanations is 
best. 
Source: Adapted from Newman (2000, p. 22). 
Each research study has a specific (distinguished) objective, and consequently, each 
type of these categories has its own characteristics and components in terms of 
hypotheses to be formulated, study settings, and the data collection method(s) to be 
used. 
In general, there are two basic types of quantitative research design in explanatory 
studies. The former tends to use experimental designs in which the researcher can 
manipulate aspects of a setting, either in a laboratory or in the field situation, and 
observe the effects of the manipulation on the experimental subject. On the other 
hand, non-experimental design is usually known as a survey or co-relational design, 
where the researcher does not manipulate any of the variables of interest, and data 
relating to all variables are collected simultaneously (Bryman and Duncan, 2005). 
However, one must remember that no one type is superior to the other, and the 
appropriate research design must fit the research question, problem statement and the 
context of research. 
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Based on the pervious discussions so far, this quantitative study will use a cross- 
sectional survey design to collect the relevant data for understanding the relationship 
between frontline employee empowerment and service quality. The cross-sectional 
survey research design entails the collection of data in more than one case at a single 
point in time in order to collect a body of quantitative or quantifiable data in 
connection with two or more variables (usually more than two), which are then 
examined to detect patterns of association (Bryman, 2001, p. 42). A major tool for 
collecting the relevant data is the questionnaire. It will be distributed to a sample of 
customer-contact employees and their supervisors in the restaurant context. The 
following sections present these issues in more detail. 
5.6 DATA COLLECTION METHODS 
Data collection methods are an integral part of the research design. There are several 
data collection methods; each has its own advantages and disadvantages, as table 5.3 
shows: 
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Table 5.3: Advantages and Disadvantages of Interviews and Questionnaires 
Mode of Data Advantages, ', '!. Disadvantages, - 
Collection 
Personal or Face- " Can establish rapport and motivate " Takes personal time. 
to-Face respondents. " Costs more when a wide geographic 
Interviews " Can clarify the questions, clear doubts, add region is covered. 
new questions. " Respondents may be concerned about 
" Can read nonverbal cues. confidentiality of information given. 
" Can use visual aids to clarify points. " Interviewers need to be trained. 
" Rich data can be obtained. " Can introduce interviewer biases. 
" Computer assisted personal interviewing " Respondents can terminate the 
and reposes entered in a portable computer. interview at any time. 
Telephone " Less costly and speedier than personal " Nonverbal cues cannot be read. 
Interviews 
interviews. " Interviews will have to be kept short. 
" Can reach a wide geographic area. " Obsolete telephone numbers could be 
" Greater anonymity than personal contacted, and unlisted ones omitted 
interviews. from the sample. 
" Can be done using computer assisted 
telephone interviews. 
Personally " Can establish rapport and motivate " Organisations may be reluctant to give 
Administrated respondent. up company time for the survey with 
Questionnaires. " Doubts can be clarified. groups of employees assembled for 
" Less expensive when administrated to a the purpose. 
group of respondents. 
" Almost 100% response rate assured. 
" Anonymity of respondent is high. 
Mail " Anonymity is high. " Response rate is almost always low; a 
Questionnaires " Wide geographic regions can be reached. 30% rate is quite acceptable. 
" Token gifts can be enclosed to seek " Cannot clarify questions. 
compliance. " Follow-up procedures for non- 
Respondent can take more time to respond responses are necessary. 
at convenience. 
" Can be administrated electronically, if 
desired. 
Electronic " Easy to administer. " Computer literacy is a must. 
Questionnaires " Can reach globally. " Respondents must have access to the 
" Very inexpensive. facility. 
" Fast delivery. " Respondent must be willing to 
" Respondents can answer at their complete the survey. 
convenience, like the mail questionnaire. 
Source: Adapted from Sekaran (2000, p. 250). 
The choice of data collection method involves a series of compromises such as 
available budget, time frame of research, type of data required, research context, etc. 
Considering these factors, and based on table 5.3, it is evident that using a 
questionnaire is the most suitable method for cross-sectional survey research like this 
study. Survey questionnaires have a history of use in marketing and management 
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research due to the ease of collecting a large amount of data from targeted audiences. 
Moreover, in comparison to the interview, the cost and time of conducting a survey 
questionnaire is less than for interviewing. However, as Jordan is the context of this 
study, the postal system, as in most developing countries, is not well developed. Thus, 
the only way available for the researcher to conduct the survey is to directly contact 
each individual restaurant. The face-to-face approach survey has an advantage of 
getting a high respondent rate. 
5.7 QUESTIONNAIRE DESIGN 
Malhorta (2006, p. 299) defined questionnaires as a structured technique for data 
collection that consists of a series of questions, written or verbal, that a respondent 
answers. It aims at translating the information needed into a set of specific questions 
that respondents can, and will answer. Questionnaire design must take into 
consideration question formatting, wording, rating, and length of questionnaire, 
before pre-testing the questionnaire. 
Bourque and Clark (1994) suggested that when designing individual questions 
researchers do one of three things: 
1. Adopt questions used in other questionnaires. 
2. Adapt questions used in other questionnaires. 
3. Develop own questions. 
In this study established scales were used, or adapted for use where possible, to 
measure each of the investigated constructs. 
There are different types of questions among which open-ended and closed-ended 
questions are most common, and they both have their advantages and disadvantages. 
Open-ended questions allow respondents to answer them in any way they choose. A 
closed question, in contrast, would ask the respondents to make choices among a set 
of alternatives given by the researcher. In this questionnaire, a format of close-ended 
questions was used. Closed-ended questions are easy to ask and quick to answer, they 
require no writing by the respondent, and they are easy to code and analyse (Sekaran, 
2003). 
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The questionnaire is split into two sections. Section one consists of 58 items 
concerning employees' perceptions of empowerment; employees' facets of job 
satisfaction, employees' organisational commitment, and employees' customer- 
oriented pro-social behaviour. The second section is designed to collect demographic 
information about the subjects, including their sex, education, and length of 
employment, etc. Employees' service quality performance is evaluated by their direct 
supervisors in a separate questionnaire. The scale format takes an interval scale (7 
point Likert scale) ranging from (1) "strongly disagree" to (7) "strongly agree". The 
following discussion will present each construct, items, and its source(s). 
o Psychological Empowerment Measurement 
Spreitzer (1995a) conceptualised psychological empowerment as a motivational 
construct manifested in four cognitions: meaning, competence, self-determination, 
and impact; and proposed four component measures of empowerment. The scale has 
been used by several studies and has been well accepted for reliability and validity. It 
has 12 items (see table 5.4). 
Meaningfulness: A sense of meaning is the value of work goal, judged in relation to 
an individual's own value (Q1-Q3). 
Competence or Self-efficacy: Refers to a belief in one's capability to perform work 
activities with skills (Q4-Q6). 
Self-determination: It is an individual's sense of having choice in initiating and 
regulating actions (Q7-Q9). 
Impact: It refers to the degree to which one can influence strategic, administrative, or 
operating outcomes at work (Q 10-Q 12) 
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Table 5.4: Psychological Empowerment Items 
'; No Items 
1 The work I do is very important to me. 
2 My job activities are personally meaningful to me. 
3 The work I do is meaningful to me. 
4 I am self-assured about my capabilities to perform my work activities. 
5 I have mastered the skills necessary for my job. 
6 I am confident about my ability to do my job. 
7 I can decide on my own how to go about doing my work. 
8 I have significant autonomy in determining how I do my job. 
9 I have considerable opportunity for independence and freedom in how I do 
my job. 
10 My impact on what happens in my department is large. 
11 I have a great deal of control over what happens to mdepartment. 
12 I have si nificant influence over what happens in my department. 
o Organisational Commitment Measurement 
Organisational commitment is defined as "the relative strength of an individual's 
identification with involvement in a particular organisation" (Steers, 1977, p. 46). 
According to Meyer and Allen (1990), there are three types of organisational 
commitment: 
Affective commitment measures the extent to which the employees feel that they are 
emotionally attached to, identified with and involved in the organisation (Q1-Q6). 
Normative commitment measures the extent to which the employees feel obliged to 
stay with the organisation (Q7-Q12). 
Continuance commitment measures the extent to which the employees feel 
committed based on the costs that are associated with leaving the organisation (Q13- 
Q18). 
Meyer and Allen (1990) and Allen and Meyer (1993) have developed an interesting 
scale for measuring organisational commitment; the scale has 18 items, with six items 
for each dimension (see table 5.5). 
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Table 5.5: Organisational Commitment Items 
'No` Items 
1 I would be happy tosend the rest of my career with this company. 
2 I really feel as if this company's problems are my own. 
3 I do not feel a strong sense of "belonging" to mcompany. 
4 I do not feel "emotionally attached" to this company. 
5 I do feel like "art of the family" at my company. 
6 This company has a great deal of personal meaning to me. 
7 Right now, staying with my organisation is a matter of necessity as much as 
desire. 
8 It would be very hard for me to leave my organisation right now, even if I wanted 
to. 
9 Too much in my life would be disrupted if I decided to leave my organisation 
now. 
10 I feel that I have too few options to consider leaving this organisation. 
11 If I had not already put so much of myself into this organisation, I might consider 
working elsewhere. 
12 One of the few negative consequences of leaving this organisation would be the 
scarcity of an available alternative. 
13 I do not feel any obligation to remain with my current employer. 
14 Even if it were to my advantage, I do not feel it would be right to leave my 
organisation now. 
15 I would feel guilty if I left my organisation now. 
16 This organisation deserves my loyalty. 
17 I would not leave my organisation right now because I have a sense of obligation 
to the people in it. 
18 I owe a 
_great 
deal to my company. 
o Job Satisfaction Measurement 
Job satisfaction measurement, its consequences and antecedences have been 
considered as one of the most interesting research areas in organisational management 
literature. Job satisfaction is defined as "the pleasurable emotional state resulting from 
the appraisal of one's job as achieving or facilitating the achievement of one's job 
values" (Locke 1969, p. 316). Two main approaches can be found for measuring this 
construct: overall measurement and a multi-facets approach. This study will adapt the 
second approach because a facet approach can provide a more complete picture of an 
individual's job satisfaction than a global approach. 
Job satisfaction literature introduced two main approaches for measuring job 
satisfactions facets: one item for each dimension and multiple items for each facet 
(Spector, 1997). This study will use a multiple items approach. There are several 
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reasons to use multiple items rather than using one item. First, multiple item scales are 
more reliable than single items. This is because respondents can make mistakes when 
filling out questionnaires. Errors can be produced when a respondent interprets a 
question differently than intended. Second, multiple items allow for a more complete 
assessment of a facet. A single item may not do a good job of covering all aspects. 
For example, an employee may be able to indicate their overall satisfaction with pay 
in a single item, but pay includes many aspects that would take several items to cover. 
Multiple items allow for more specific questions and allow for a more complete 
assessment of the facet (Spector, 1997). Finally, a multiple items scale helps 
researchers in conducting validity and reliability tests. Despite these advantages, the 
length of the questionnaire is one of the drawbacks of this kind of measurement. 
In this study, job satisfaction will be measured by using five facet items developed by 
Spector (1997) and Churchill et al. (1974). The scale includes 19 items to measure 
five specific job satisfactions; pay (1-4), supervisory (5-8), co-workers (9-12), 
cognitive (13-16) and customers (17-19). The format for the facet items is a seven- 
point scale ranging from (1) "strongly disagree" to (7) "strongly agree". See table 5.6. 
Table 5.6: Job Satisfaction Items 
Items 
lI am being paid a fair amount for the work I do. e 
2 are too few and far between. ses 
M 
2i 
l una reciated by the or anisation when I think about what the a me. 
l satisfied with my chances for salary increases. 
5 My supervisor is quite competent in doing his/her 'ob. 
6 My supervisor is unfair with me. 
7 My supervisor shows too little interest in the feelings of subordinates. 
8 I like my supervisor. 
9 When I do a good job, I receive the recognition for it that I should receive. 
10 I do not feel that the work I do is appreciated. 
11 There are rewards for those who work here. 
12 I do not feel my efforts are rewarded the way they should be. 
13 I like the people I work with. 
14 I find I have to work harder at my job because of the incompetence of people I 
work with. 
15 I enjoy my co-workers. 
16 There is too much bickering and fighting at work. 
17 My customers are fair. 
18 My customers blame me for problems that I have no control over. 
19 My customers respect my judgment. 
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o Customer-oriented Behaviour Measurement 
Brif and Motowidlo (1986) defined pro-social behaviour as the behaviour which is 
performed by a member of an organisation, directed toward an individual group; an 
organisation with whom he or she interacts while carrying out his organisational role. 
Contact-employee role performance may be directed at either co-workers or 
customers. Co-worker directed pro-social behaviours are organisational citizenship 
behaviours directed toward co-workers and performed by employees. Customer- 
directed pro-social behaviour or customer-oriented behaviour that is directed toward 
and perceived by customers, are a particular interest of this study, as they have direct 
implications for customer perception of service quality. Two types of customer- 
oriented behaviours can be viewed: role-prescribed performance and extra-role 
performance (Bettencourt and Brown, 1997). Bettencourt and Brown's 10 items scale 
will be used for measuring customer-oriented behaviour. Q1 to Q5 will measure role- 
prescribed performance; and Q6 to Q10 will measure extra-role performance (see 
table 5.7). 
Table 5.7: Customer-oriented Behaviour Items 
N6 ... Items- 
1 I perform all those tasks for customers that are required of me. 
2 I meet formal performance requirements when serving customers. 
3 I fulfil responsibilities to customers as expected by management. 
4 I help customers with those things that are necessary and expected. 
5 I adequately complete all expected customer service behaviours. 
6 I voluntarily assist customers even if it means going beyond my job 
requirements. 
7 I willingly o out of my way to make customers satisfied. 
8 I often go above and beyond the call of duty when serving customers. 
9 I hel customers with problems beyond what is expected or required of me. 
10 1 frequently go out of the way to help a restaurant's customers. 
o Service Quality Measurement 
There are four main ways to measure employee service performance: self appraisal, 
peer appraisal, supervisory evaluation and consumer evaluation (Behrman and 
Perreault, 1982). However, as restaurants are the context of the study, matching 
employees and customer data from a dyads perspective is difficult. Accordingly, the 
only approach available to this study is using a supervisor's rating. In this study, the 
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customer-contact employee's service quality performance will be evaluated by their 
direct supervisor. Supervisor ratings have been used by many researchers in different 
service settings and have showed reliability in results (e. g., Boshoff and Tait, 1996). 
Parasuraman, Berry, and Zeithaml (1988) defined service quality as the difference 
between customer expectation and perception of service. Their SERVQUAL 
measurement has been questioned in its use because of the gap in scores, positively 
and negatively worded items, and the generalisation of its dimensions. As a result, 
Cronin and Taylor (1994) suggested a performance only measurement scale. Since 
this study focused on quality of service delivered by customer-contact employees, the 
measurement will be restricted to items that assess employee-related aspects involving 
service quality. A four item scale developed by (Ekinci, 2008) is adapted for this 
purpose, and five items were developed by the researcher, as table 5.8 shows: 
Table 5.8: Service Quality Items 
No Items' 
Employee Name ----------------- 
I Is talented and displays a natural expertise. 
2 Is always helpful and friendly. 
3 Always listens to his/her customers. 
4 Seems to anticipate what customers want. 
5 Can understand the customers' needs and endeavours to satisfy 
them. 
6 Can answer the customers' needs no matter how busy he is. 
7 Provides quick and timely service to customers. 
8 The customers generally feel that he/she can solve their problems 
on the spot. 
9 Is often praised by the customers. 
5.7.1 Translation of the Questionnaires 
The questionnaires were prepared in English and Arabic. The back translation method 
was conducted to identify and modify inconsistencies between the English and Arabic 
versions. Back translation is the process of translating a questionnaire from one 
language to another and then back into the original language by a second, independent 
translator (Zikmund, 1997). An expert in linguistics translated each questionnaire into 
Arabic, then the same questionnaire was translated from Arabic to English by another 
person. Based on this, any inconsistency between the two versions was adjusted. 
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Moreover, the questionnaires were also revised by a number of people whose mother 
language is Arabic. Five PhD students and one member of staff in the school of 
management helped in revising the scale. Finally, four academic members of staff in 
Yarmouk University, in Jordan, have read the Arabic and the English versions of the 
questionnaires and suggested some modifications into the Arabic scale. 
5.7.2 Pilot Study of the Questionnaires 
A pilot study is a pre-test to a questionnaire prior to the actual collection of data. The 
importance of pilot tests lies in that it enables the researcher to re-design the 
questionnaire if any question is found ambiguous and difficult to understand, 
especially in cross-cultural research like this study. It is also useful in testing the 
accuracy of sampling frames before extending its use to the main sample survey. 
Researchers suggest that minimum participation of the pilot study is 5, and the 
maximum is 100 (Blumberg et al., 2005). Therefore, two pilot tests were conducted 
on a small group of employees (n = 31) and supervisors (n = 10) to evaluate the face 
validity of the questionnaires. Problems or difficulties, such as ambiguity of wordings 
and misunderstanding of technical terms, were reported for further modification. The 
final questionnaires were revised by changing the wordings of the items in the 
specific context of Jordanian restaurants. 
5.7.2.1 Employee's Questionnaire Test 
The first study was conducted in Jordan. The aim of this study was to ensure the 
clarity of wording and readability of the translated questionnaire. Therefore, each 
employee was given a questionnaire and asked to read it. They were specifically 
requested to comment on the clarity of the wording of the questionnaire as well as its 
layout. After that, the researcher was able to contact each participant personally for 20 
to 30 minutes inside the restaurant. Ten interviews were conducted immediately as the 
researcher approached the restaurant, while the rest were scheduled for a specific 
time. 
The initial outcomes of the first ten interviews indicated obviously that twelve items 
were not clearly understood. These items were: six questions on job satisfaction (Q7, 
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Q12, Q32, Q34, Q35, and Q47); three items of employee empowerment (Q4, Q8, and 
Q20) and two items of organisational commitment (Q24 and Q43) and two items of 
customer-oriented behaviour (Q 11 and Q3 1) See appendix 1-A. For these items, most 
employees expressed ambiguity regarding the language itself, and some for technical 
terms. Based on their comments, all mentioned items were modified to fit the 
restaurant and Jordanian context. However, in order to ensure that the revised items 
retained their meaning in Arabic, these questions were also shown to four academic 
members of staff in the Business Administration department at Yarmouk University, 
Jordan, and two academic members of staff in the Arabic Language department at the 
same university. They also suggested improvements for some phrases as the following 
discussion shows: 
Regarding the psychological empowerment scale, the preliminary employee's 
comments indicated that meaning, self-determination and competence items were 
clearly understood, as table 5.9 shows: 
Table 5.9: Original and Amended Items (Psychological Empowerment) 
N, -, ' '' Original items ,' ' Amended items '" 
1 The work I do is very important to me The work I do is very important to me 
aA 
" 2 My job activities are personally My job activities are of great personal 
iv meaningful to me meaning 
3 The work I do is meaningful to me The work I do is meaningful to me 
4 I am confident about my ability to do my I trust in my ability to do my job 
'ob 
5 I have mastered the skills necessary for I have perfected the necessary skills 
my -job 
todom ob 
6 I am self-assured about my capabilities to I have confidence in myself about my 
perform my work activities capabilities to do my work activities 
7 I have significant autonomy in I have significant autonomy in 
determining how I do my job determining how I do my work 
P activities 
F. 8 I can decide on my own how to go about I can decide on my own how to do 
doin my work my work 
9 I have considerable opportunity for I have considerable opportunity to be 
independence and freedom in how I do independent and free to do my job 
m ob 
10 My impact on what happens in my My impact on what happens in my 
department is large work area is large 
11 I have a great deal of control over what I have a lot of control over what 
S happens to mdepartment happens to mwork area 
~' 12 I have significant influence over what I have significant influence over what 
ha ens in my department happens in my work area 
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Most of the items remain close to the original statements, with a slight modification 
due to translation matters. Only the three components of the impact dimension were 
adapted, because all employees expressed some level of ambiguity regarding these 
questions. And when they were asked about the particular problem concerning these 
items, most of them reported that using the phrase "My department" does not fit the 
restaurant context. Indeed, this is a logical argument for several reasons: First, the 
nature of a waiter's job does not hold many decisions beyond operational work. 
Second, Spreitzer's scale was originally developed in manufacturing companies and it 
was tested at middle management level. Finally, most of the pervious studies used 
Spreitzer's scale in the restaurant context field to confirm the impact dimension (e. g., 
Kim and George, 2005). Therefore, the phrase "My department" was replaced by "my 
work area" in all impact items. 
As stated earlier, six items of the job satisfaction scale were not recognised well by 
the employees, as table (5.10) shows: 
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Table 5.10: Original and Amended Items (Job Satisfaction) 
", N, - Original items Amended , items':, -"ý °'", ' 
1 When I do a good job, I receive the When I do my job well, I receive 
recognition for it that I should receive the recognition for it that I should 
receive 
2 I do not feel that the work I do is appreciated The management does not show 
° aA me the appropriate appreciation 
3 There are rewards for those who work here There are rewards for those who 
work here 
4 I do not feel my efforts are rewarded the way I do not feel my efforts are given 
they should be the appropriate reward 
5 My supervisor is quite competent in doing My supervisor is quite competent 
his/her 'ob in doing his/her job 
6 My supervisor is unfair with me My supervisor is unfair with me 
' 7 My supervisor shows too little interest in the My supervisor shows too little 
r.:. feelings of subordinates interest in the feelings of ° subordinates 
8 I like my supervisor I appreciate and respect my 
supervisor 
9 I like the people I work with I appreciate and respect my 
colleagues at work 
12 10 I find I have to work harder at my job I work hard at my job because my 
because of the incompetence of people I colleagues are not good in doing 
work with their jobs 
V 11 I enjoy my co-workers I enjoy working with my co- 
workers 
12 There is too much bickering and fighting at There are too many quarrels within 
work the working environment 
13 I feel I am being paid a fair amount for the I feel I am being paid a fair amount 
work I do my work 
41 Raises are too few and far between The increase in salary is little and 
far apart 
15 I feel unappreciated by the organisation I feel that I am not appreciated by 
when I think about what they pay me this organisation when I look at it 
from the side of the salary 
16 I feel satisfied with my chances for salary I feel that I am satisfied with the 
increases available opportunity to increase 
my salary in this organisation 
17 My customers are fair My customers treat me fairly 
18 My customers blame me for problems that I My customers blame me for 
have no control over problems out of my control 
19 My customers respect my judgment My customers respect my conduct 
and reactions 
These items were: Q2; Q8; Q9; Q 11; Q 14; and Q 19. For the question "I do not feel 
that the work I do is appreciated", all employees considered this question as an 
unclear statement. And one of their comments was by whom they were appreciated: 
customers, family, or the organisation? Therefore, this item was modified to be: "The 
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management does not show me the appropriate appreciation". In line with this, question 
number 11 was also modified from "I enjoy my co-workers" into "I enjoy working 
with my co-workers". The word "working" was added to complete the meaning of the 
question in Arabic. Also, in the same way, Q14 was amended from "Raises are too 
few and far between" into "The increase in salary is little and far apart". 
Regarding Q8 and Q9, the word "like" in both questions was deleted and replaced by 
"appreciated and respected". This is because in the formal Arabic expressions these 
words are more common than the word "like". So, these two items were re-worded to 
be "I appreciated and respected my supervisor" and the same was applied for the co- 
workers item (Q9). Finally, the last two questions (Q17 and Q19) were perceived and 
explained differently by all employees. Therefore, in order to improve the Arabic 
meaning of those items, they were revised to be more understandable by using simple 
words. For instance, the word "judgment" was replaced by "conduct and reaction" 
because these two phrases have a simpler meaning in Arabic than the original one 
"judgment". 
In the organisational commitment scale only one question was paraphrased. However, 
it is important to note that most of these scale items were already translated into 
Arabic. And the researcher contacted the author personally and got the translated 
questionnaire via E-mail. As table 5.11 shows, this question was: "Jumping from 
organisation to organisation does not seem at all unethical to me". The particular 
problem, as reported by most employees, was in using the word "jumping". 
Therefore, the item was completely changed to: "It seems to me to leave one 
organisation for another is an ordinary and ethical thing". In addition to that, Q3 was 
originally formed in reverse. Based on employees' comments, the question was re- 
worded into a normal expression. 
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Table 5.11: Original and Amended Items (Organisational Commitment) 
N Original items Amended items 
I I would be very happy to spend the rest of my I would be happy to spend my 
career with this organisation career life in this organisation 
2 I really feel as if this organisation's problems I really feel that the problems of 
are my own this organisation are my own 
3 I do not feel a strong sense of "belonging" to I feel strongly that I belong to this 
° my organisation 
R organisation 
U 4 I do not feel "emotionally attached" to this I do not feel " emotionally 
organisation attached" to this organisation 
5 I do feel like "part of family" at my I feel that this organisation is part 
organisation of my family 
6 This company has a great deal of personal This company has a great deal of 
meaning to me personal meaning to me 
1 Right now, staying with my organisation is a To stay in this organisation is 
matter of necessity as much as desire considered a necessary matter as 
much as a desire for me 
2 It would be very hard for me to leave my It is hard for me to leave this 
0 organisation right now, even if I wanted to organisation right now, even if I 
wanted to 
3 Too much in my life would be disrupted if I There will be a lot of negative 
decided to leave my organisation right now effects personally if I decide to 
° leave the organisation now 
4 I feel that I have too few options to consider I feel that there are limited 
leaving this organisation choices if I were to leave this 
° organisation 
5 It would be too costly for me to leave my It would be too costly for me to 
° organisation now leave this organisation now 
6 One of the few negative consequences of One of the dangerous 
leaving this organisation would be the scarcity consequences for leaving this 
of an available alternative organisation is that the available 
choices are limited 
1 Jumping from organisation to organisation It seems to me to leave one 
does not seem at all unethical to me organisation for another is an 
ordinary and ethical thing 
2 If I got another offer for a better job elsewhere If I got another offer for a better 
I would not feel it was right to leave my job from another organisation I 
organisation would not feel it was right to 
leave this organisation 
3 One of the major reasons I continue to work One of the major reasons to 
E for this organisation is that I believe that continue working for this 
loyalty is important and therefore feel a sense organisation is that I believe that 
of moral obligation to remain being loyal to an organisation is 
% important, therefore I feel a sense 5 of moral obligation to remain 
Z 4 This organisation deserves my loyalty This organisation deserves my 
loyalty 
5 1 do believe that a person must always be I believe that one should always 
loyal to his or her organisation be loyal to his or her organisation 
6 I would feel guilty if I left my organisation I would feel guilty if I left this 
organisation 
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And finally, all customer-oriented behaviour items were clearly understood, as table 
5.12 displays: 
Table 5.12: Original and Amended Items (Customer-oriented Behaviour) 
Original items Amended items 
1 I perform all those tasks for customers that are I perform all the necessary duties 
required of me for customers that are required of 
"ý me 
2 I meet formal performance requirements when I meet formal performance 
serving customers requirements when serving 
customers 
3 I fulfil responsibilities to customers as I perform my responsibilities 
Ci expected by management toward the customers up to the 
expectation of the management 
4 I help customers with those things that are I help customers with service 
necessary and expected tasks that are necessary and 
9:. expected 
ä 5 I adequately complete all expected customer I adequately complete all 
service behaviours expected customer service 
behaviours 
1 I voluntarily assist customers even if it means I help customers voluntarily even 
going beyond job requirements if it means exceeding my job 
requirements 
C 2 I help customers with problems beyond what I help customers with problems 
is expected or required of me beyond what is expected or 
required of me 
3 1 often go above and beyond the call of duty I often go above and beyond the 
when serving customers call of duty when serving 
customers 
4 1 willingly go out of my way to make a I tend to serve the customers in an 
customer satisfied exceptional way in order to please 
them 
5 I frequently go out of the way to help a Most times I do more than 
customer requested of me to help the 
organisation's customers 
All statements were returned close to the original one; only a few modifications were 
made to some phrases. For instance, the word things in question four: "I help customers 
with those things that are necessary and expected" was changed to "service tasks". This is 
because this word, as reported by most employees, has several meanings for them. 
Therefore, to make this statement more understandable the question was modified to: 
"I help customers with service tasks that are necessary and expected". 
148 
K Odeh Chapter 5: Research Methodology 
The new revised questionnaire was re-tested by 25 employees. Five of them 
participated in the first ten interviews. At this stage, however, two questionnaire 
formats were developed for two reasons: First, to ensure that revised questions were 
understandable, especially by those who participated in the first part of the study. 
Second, to examine the probability of fatigue among employees when they were 
filling in the questionnaire, as one of the initial comments at the previous stage was 
the length of the questionnaire. Overall, the results indicated that all respondents 
agreed on the clarity of the questionnaire. The revised questionnaire is shown in 
appendix 1-B 
5.7.2.2 Supervisor's Questionnaire Test 
In the second questionnaire test, six supervisors and four owners of restaurants 
participated in this study. The demographic characteristics of this sample showed that 
all participants were male. The range of their ages was between 28 and 57 years old, 
and with an average of 20 years experience in the restaurant industry. Nonetheless, as 
in the employees' study discussed earlier, each supervisor was given a questionnaire 
and asked to suggest any comments concerning the technical expressions and wording 
of the statements. After that a 15 to 20 minute interview was conducted with each 
participant. Overall, the results showed that they agreed on the clarity of wording and 
meaning of the questionnaire's items. Despite that, some modifications were done to 
some items, as table 5.13 shows: 
Table 5.13: Original and Amended Items (Service Quality) 
No, 'Original items, ` Amended items 
I Is competent and displays a natural expertise Is competent and displays a natural 
in doing his/her 'ob expertise in doing his/her 'ob 
2 Is always helpful and friendly Is always helpful and friendly 
3 Listens to his/her customers Always listens to his/her customers 
4 Anticipates what customers want Can understand the customers' needs 
and endeavours to satisfy them 
5 Is in control when the restaurant is busy Can answer the customers' needs no 
matter how busy he is 
6 Provides prompt and timely service Provides quick and immediate service 
to customers 
7 Is able to solve customer problems on the spot The customers generally feel that 
he/she can solve their problems on the 
spot 
8 Is often praised by the customers Is often praised by the customers 
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Question numbers 4,5 and 7 were modified to complete and simplify the meaning of 
the statement in Arabic. For instance, Q5 was paraphrased by using a simpler word, 
because when this statement was translated into Arabic it was difficult to keep the 
same meaning. Therefore, it was modified to: Can answer the customers' needs no 
matter how busy he is". 't'his statement has a close meaning to the original item, but 
uses a simpler expression. In the same way, and for the same reason, question 4 was 
changed. The revised questionnaire is shown in appendix 2-E3. 
5.8 RELIABILITY AND VALIDITY OF THE SCALE 
Reliability and validity are a central concept in measurement. As presented in the 
previous section, researchers can either use existing tools or develop their own 
measurements to measure the concept in hand. However, in both cases, researchers 
must ensure the quality of measurement they have been using. For so doing, the 
researcher must address both the validity and reliability of the measure. Validity is the 
degree to which a measure accurately represents what it is supposed to measure. On 
the other hand, reliability refers to the extent to which a scale produces consistent 
results if repeated measurements are made. The various forms of reliability and 
validity are shown in figure 5.2. 
Figure 5.2: Validity and Reliability Forms 
Content II Criterion II Construct 
Concurrent Predictive 
Convergent Discriminant 
F 
Nomological 
Source: Adapted from Malhotra (2006, p. 283). 
150 
KOdeh Chapter 5: Research Methodology 
5.8.1 Reliability 
Reliability refers to the consistency of a measure. A test is considered reliable if we 
get the same result repeatedly. As figure 5.2 shows, there are three main approaches 
for assessing reliability, this includes the test-retest, alternative-forms, and internal 
consistency methods. 
5.8.1.1 Test-Retest Reliability 
This kind of reliability is used to assess the consistency of a test across time. To gauge 
test-retest reliability, the test is administered twice at two different points in time. The 
degree of the similarity between the two measurements is determined by computing a 
correlation coefficient. The higher the correlation coefficient between the two tests, 
the greater is the reliability (Malhotra, 2006). 
5.8.1.2 Alternative-Forms Reliability 
It is an approach for assessing reliability that requires two equivalent forms of the 
scale to be constructed, and then the same respondents are measured at two different 
times. The scores from the two alternative-scale forms are correlated to assess 
reliability. 
5.8.1.3 Internal Consistency Reliability 
The more commonly used measure of reliability is internal consistency. It is used to 
assess the reliability of a summated scale where several items are summed to form a 
total score. In internal consistency, the individual items of the scale should all be 
measuring the same construct and thus be highly inter-correlated (Malhotra, 2006). 
Internal consistency is assessed through a series of measures, among which split-half 
reliability and Cronbach's alpha are considered the most widely used measure in 
assessing the consistency of the entire scale (Nunnally, 1978). The simplest way to 
measure the internal consistency is split-half reliability. By this approach, the items of 
the scale are divided into halves and the resulting half scores are correlated. High 
correlations between the halves indicate high internal consistency. The second 
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approach is Cronbach's alpha. It is the average of all possible split-half coefficients 
resulting from different ways of splitting the scale items (Malhotra, 2006). This 
coefficient varies from 0 to 1; the generally agreed upon lower limit for Cronbach's 
alpha is 0.70, although it may decrease to 0.60 in exploratory research (Hair et al., 
2006). In this study the reliability analysis was conducted based on Cronbach's 
alphas. As the next chapter presents, all used scales have shown a Cronbach's value of 
0.70 and above. 
5.8.2 Validity 
Validity is the extent to which a test measures what it claims to measure. It is vital for 
a test to be valid in order for the results to be accurately applied and interpreted. As 
figure 5.2 has shown, three types of validity tests are recommended by researchers: 
content validity, construct validity and criterion validity. 
5.8.2.1 Content Validity (face validity) 
At the very minimum, researchers who develop a new measure should establish that it 
has face validity (Bryman, 2004). According to (Malhotra 2006, p. 286) "face validity 
is a subjective but systematic evaluation of how well the content of the scale 
represents the measurement task at hand". It can be approached by using a panel of 
people to judge how well the scale items adequately cover the entire domain of the 
construct being measured. Face validity is, therefore, an essentially initiative process. 
As this study back translated the questionnaire from English into Arabic, it was 
necessary to examine its face validity. In this study, therefore, face validity was 
approached in the pilot study stage (see section 5.7). A sample of employees and their 
supervisors have seen the scale's items and provide some comments concerning the 
language and the adequately of items. In addition to that, five faculty members in the 
business school at the Yarmouk University in Jordan judged the scale's items and 
suggested some improvements. 
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5.8.2.2 Criterion-related Validity 
This reflects the success of measures used for prediction or estimation. Criterion 
validity can be divided into two aspects: concurrent validity and predictive validity. 
Concurrent validity is where an assumption of validity is made if the findings are 
supported by already existing empirical evidence (Sarantako, 1997). Predictive 
validity reflects the ability of the measuring instrument to differentiate among 
individuals with references to a future criterion (Sekaran, 2003). While the two 
approaches examine the prediction ability of the measurement, the major difference 
between concurrent and predictive validity lies in the fact that the former uses a 
simultaneous criterion measure; on the other hand, the latter employs a future 
criterion measure. 
5.8.2.3 Construct Validity 
This testifies to how well the results obtained from the use of the measure fit the 
theories around which the test is designed (Sekaran, 2003, p. 207). Two types of 
construct validity are suggested in the literature: convergent and discriminant validity 
(Bryman, 2004; Hair et al., 2006). Convergent validity assesses the extent to which 
two measures of the same concept are correlated positively. Discriminant validity, 
also known as divergent validity, is the opposite of convergent validity, and ensures 
that the scale is sufficiently different from other similar concepts to be distinct from 
them (Hair et al., 2006). Factor analysis, which will be used in this study, is one of the 
most widely used approaches in establishing construct validity (Sekaran, 2003). 
5.9 SAMPLING PROCEDURES 
5.9.1 Population 
Blumberg et al. (2005, p. 211) states that "a sample frame is the list of elements from 
which the sample is actually drawn". It is a complete list of population members, 
individuals, groups, organisations, etc. (Saunders et al., 2000). According to the 
Jordanian Restaurants Association (2006), the restaurant industry in Jordan is split 
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into four major groups: fast food, night clubs, full-service restaurants and coffee 
shops, as table 5.14 shows: 
Table 5.14: Restaurant Industry in Jordan 
sifications Number Number of ' 
Employees 
88 1911 
ps 
[V 
128 1461 
e Restaurants 215 4732 
s Night 55 715 
Source: JRA (2006) 
These four groups formed a total of 486 units, with a total of 8,819 employees. Based 
on these numbers and, as the main objective of this study is to investigate the 
restaurant context, the sample frame of this study consisted of all full-service 
restaurants in Jordan. This totalled 215 restaurants with 4,732 employees working in 
them. These restaurants covered all geographical areas from the northern area, to the 
capital Amman, in the middle, down to Petra in the southern regions. This study 
excludes fast food restaurants. Fast food restaurants have a specific brand (e. g., 
McDonalds, KFC, etc. ) with a predetermined style of service and system of 
management (Production Line Approach). 
5.9.2 Sample 
Sekaran (2003) suggested several sample methods from which a researcher can select 
a suitable sample that helps in answering the research question(s). Sampling methods 
are classified as either probability or non-probability methods. In probability samples, 
each member of the population has a known non-zero probability of being selected. 
Probability methods include random sampling, systematic sampling, and stratified 
sampling. In non-probability sampling, members are selected from the population in a 
non-random manner. These include convenience sampling, judgment sampling, quota 
sampling, and snowball sampling. 
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Bryman and Cramer (2005) state that the advantage of probability sampling, is that 
the sampling error can be calculated. Sampling error is the degree to which a sample 
might differ from the population. In non-probability sampling, the degree to which the 
sample differs from the population remains unknown. Moreover, a probability 
technique ensures that each element has an equal chance of selection, thus the 
resulting sample constitutes a representation of a population. Accordingly, this 
research plans to use the random sampling approach. 
In general, the population of the current study are all customer-contact staff in full- 
service Jordanian restaurants. The sample unit of this population is one of the 
elements of the study population. It is the respondent who possesses the relevant data 
and to whom the questionnaire will be directed. That is, the staff that deals with the 
customer and provides restaurant services to customers almost on a daily basis. In 
addition to these staff, supervisors, who may be able to provide more insight into 
employees' performance, are also targeted. As such, the sampling unit in this research 
consists of both customer-contact staff and their direct supervisors in all classified 
Jordanian restaurants. 
5.9.3 Sample Size 
The second step in selecting an appropriate sample is to determine the sample size. 
There are many factors that must be taken into consideration with sample sizes. For 
example, Hair et al. (2006) caution researchers that sample size can impact on a 
statistical test by either making it sensitive at small sample sizes or overly sensitive at 
very large sample sizes. The second point that must be considered is the factor 
analysis. According to Hair et al. (2006, p. 112), the researcher generally would not 
factor analyse a sample of fewer than 50 observations, and the sample size would 
preferably be 100 or more. As a general rule of thumb, the researcher should have at 
least five times as many observations as there are variables to be analysed. In this 
research there are 58 items before factor analysis, which requires a minimum of 290 
cases to conduct a factor analysis. 
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The third point is with regard to the sample size in multiple regressions, where the 
size of the sample has a direct impact on the appropriateness and the statistical power 
of multiple regressions. As to the general requirement of multiple regressions, it is 
generally common to find that a minimum of 100 observations should be available to 
use this technique (Hair et al., 2006, p. 197). However, in light of the above 
discussion, and as this study will aggregate employees' responses with a supervisor's 
data, each supervisor will be rating between 3 to 5 employees, thus the minimum 
sample size in this study should be 100 supervisors and at least 300 employees. 
5.9.4 Survey 
As stated already the study context is the full-service restaurants that represent a high 
scale market in Jordan. These restaurants are located in the capital Amman and the 
main big cites in Jordan. All of these restaurants provide a full-menu service in which 
customers can order and customise their meal. Hence, this context represents an ideal 
working environment to investigate the study's model (see page. 108). However, 
before starting the survey the researcher was able to contact the Jordanian restaurants 
association and get the full details of these restaurants in terms of their location, 
classification, number of employees .... etc. Moreover, a formal letter was 
issued by 
the association to support and facilitate the survey (see appendix 7). 
The survey was undertaken between June and August 2007. Based on the Restaurant 
Association statistics in 2006 a total of 215 restaurants was the context of this study, 
these restaurants have around 4732 employees. This represents the population for this 
study. The study then used a simple random sample to identify those units to be 
invited to take part. Once the restaurant was selected, the employees to be invited to 
participate were also randomly chosen. The number invited to participate was based 
on a sliding scale dependent on the total numbers of customer contact staff employed 
up to a maximum to 10. Therefore, each employee, the unit of analysis in this study, 
from the total population of 4732 has a similar chance to take part in the survey. 
Accordingly, a total of 550 matched questionnaires were distributed randomly to 
frontline employees and their supervisors in 103 restaurants. The questionnaires were 
distributed and collected by the researcher, using a face-face approach. Each 
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questionnaire was given a code ranging from 1-10, dependent on the number of 
employees in each restaurant, and then it was matched against the supervisor's 
responses. Of these 550 matched questionnaires 365 questionnaires were returned. 
Only 37 supervisor questionnaires and 28 employee questionnaire were unusable. 
Based on that, a total of 298 matched questionnaires were used in the analysis. 
5.10 DATA ANALYSIS 
Several statistical analyses are necessary to conduct this research. Selecting the right 
statistical methods depends on the nature of the data and the relationship between the 
method and the research objective. However, the main data analysis techniques which 
will be adopted in this research are frequency analysis, factor analysis, and mainly the 
multiple regression technique. The descriptive analysis of the data is used to provide a 
summary of the respondent's demographic characteristics using means, frequencies, 
and standard deviations of the responses. Factor analysis, reliability and validity tests 
will be performed on all the construct items to confirm construct validity and internal 
consistency reliabilities. 
For analysing and testing the study model, the study used multiple regression analysis. 
Multiple regression analysis is a general statistical technique used to analyze the 
relationship between a single dependent variable and several independent variables. 
Multiple regression analysis also provides several parameters that report the strength 
of the model, i. e., the strength of the relationship between the independent variables 
and the dependent variable. For instance, the R2 value represents the proportion of the 
variation in the dependent variable that is explained by all of the independent 
variables together, and is reported as a percentage of the variance explained by the 
model. However, regression analysis is a statistical tool that should be used only when 
both independent and dependent variables are metric or appropriately transformed 
(Hair et al., 2006). All the variables in this study meet this requirement. The final 
consideration in using this technique is sample size; as stated already, this study has a 
plan to get at least 300 cases. This number, given the respondent rate, is suitable for 
applying this test. 
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5.11 CONCLUSION 
This chapter has provided an overall view of the methodology which is adopted in this 
study. To answer the research question, the selected methodology of this research 
indicates that this study will be quantitative research, relying more on the survey 
method to arrive at major findings. Two questionnaires will be used to collect the 
relevant data. These questionnaires were translated into Arabic by using the back- 
translation approach, and then distributed to a small random sample of frontline 
employees in Jordanian restaurants. The pilot study indicated a need for some 
modification to some items. Finally, multivariate data analysis techniques will be used 
for testing the study model. 
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CHAPTER SIX 
DATA ANALYSIS AND FINDINGS 
6.0 INTRODUCTION 
This chapter presents the data analysis in the current study. It has seven sections. The 
first section describes some of the demographic characteristics of the sample. Section 
two covers a series of Exploratory Factor Analyses of the scales used in this study. 
The third section presents reliability tests of the research instrument. Descriptive 
statistics for the scales and its sub-dimensions are presented in the forth section. This 
is followed by a correlation analysis. The sixth section introduces propositions and 
model testing. Finally, the results of /-tests are discussed. A summary of this chapter 
will be provided as a conclusion. 
6.1 GENERAL DEMOGRAPHIC ANALYSIS 
This section is mainly concerned with presenting a descriptive analysis of the sample 
characteristics. It aims to provide a brief description of the respondents' demographic 
characteristics such as gender, age, education, level of education, and respondents' 
experiences. 
6.1.1 Gender 
The distribution of gender in the sample is presented in figure 6.1. 
Figure 6.1: Sample Represented by Gender 
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As figure 6.1 shows, in this study 84 percent of the respondents were males, while 
females accounted for only 16 percent. This is a usual distribution in the hospitality 
workforce in Jordan. Around 10%, for instance, of the hotel workforce is comprised 
of women (Ministry of 'T'ourism statistics, 2006). In other word, males are reported to 
be the dominating gender in the hospitality industry. Figure 6.1 has confirmed this 
statistical finding. 
6.1.2 Age 
Figure 6.2 displays the age distribution for customer-contact employees' in Jordanian 
restaurants. 
From figure 6.2, it is apparent that the sample was biased towards the young age 
groups, accounting for 40.7 percent. The older people are less represented, with only 
4 percent for employees of 4l years old or more. This suggests that customer-contact 
employees' consist mostly of the younger age groups with ages of less than 30. 
However, finding fewer customer-contact workers among the old age group of more 
than 41 years is due to the fact that restaurants and many hospitality organisations in 
Jordan hire employees with college or secondary degrees with some experience. More 
than 50 percent of customer-contact employees at the restaurants hold a college or 
secondary degree, as shown in figure 6.5 in the following section. On the other hand, 
older aged employees tend to be promoted to perform more administrative or 
managerial jobs at the restaurants, with a lesser degree of contact with customers. 
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6.1.3 Nationality 
Figure 6.3 below revealed that 68% of respondents were Jordanian, and 32% of the 
sample was from other nationalities. 
Figure 6.3: Sample Represented by Nationality 
  Jordanian 
  Others 
6.1.4 Employment Mode 
Figure 6.4 below displays the sample distribution according to their current job mode. 
Figure 6.4: Sample Represented by Job Mode 
25% 
751/' 
" Full time 
  Part time 
As can be seen, 75% of the sampled employees were employed full time and 25% of 
them worked part time with their employer. I lowever, it is important to note that this 
rate is slightly higher than the normal job mode in the Jordanian labour market. This 
is because the survey was conducted in the high season for tourist time in Jordan, 
when Jordanian restaurants hired extra part time workers to match the demand at this 
time of the year. 
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6.1.5 Educational Level 
Figure 6.5 presents the sample distributed by the highest level of education obtained. 
Figure 6.5: Educational Level 
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As figure 6.5 shows, 13% of the sample had a primary school education, 23% were 
secondary school graduates, 33% had two years college, 28% of the sample had a 
bachelor degree, and finally, less than 1% had a graduate degree. 
6.1.6 Educational Background 
Figure 6.6 shows the distribution of the customer-contact employees by educational 
background. 
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As can be seen from figure 6.5,28% of contact employees' had a qualification in 
hotel management, while 21.3% of the total sample studied administration sciences, 
while for 19.7% their educational background was in social sciences and humanities, 
10% of the sampled employees had scientific sciences degree, other majors accounted 
for 12.6% of the sample, and finally, less than 1% did not specify their majors. 
6.1.7 Experience in the Restaurant Industry 
The distribution of the sample experience in the restaurant industry is presented in 
figure 6.7.1. 
Figure 6.7.1: Experience in the Restaurant Industry 
From figure 6.7.1 it can be seen that 37% of the respondents reported working in the 
restaurant industry between I and 5 years, 33% between 6 and 10 years, 29% between 
11 to 15 years, and less than 1% reported working longer than 16 years. On the other 
hand, figure 6.7.2 presents the distribution of the sampled employees' experiences for 
their current employers. 
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As illustrated in figure 6.7.2,22% percent of the respondents reported working for 
their current employer for up to one year, 35% between I and 5 years, 24% between 6 
and 10 years, 16% between 11 to 15 years, and only less than 1 percent reported 
working with their current employer longer than 16 years. 
To summarise, the sample of this study comprises mainly males, with 84% of the total 
sample; females account only for 16% of the sample. The majority of the sample were 
25 years old or less. Around 70% of frontline employees in Jordanian restaurants are 
originally from Jordan. 50% of employees had a college or university degree in 
hospitality and management. I lowever, although the researcher could not find any 
published statistics regarding restaurant workers in Jordan, the only published 
materials that were found and can be used to compare the survey's results with, 
covered the hotel sector. The recent statistics issued by the Ministry of Tourism 
indicated that 90% of hotel workers are male, and 91% of hotel workers are originally 
from Jordan. From the above results one can conclude that the study's sample is 
similar to the hospitality population in Jordan as a whole. The gender distribution in 
both hotels and restaurants shows that males are the main workforce in the hospitality 
industry in Jordan. The survey's statistics confirmed that. On the other hand, although 
the nationality distribution indicated that Jordanian employees in the hotel sector are 
higher than in the restaurant industry, the results in general showed that Jordanian 
employees represent the majority of the workforce in the hospitality industry in 
Jordan. 
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6.2 SCALES PURIFICATION: Exploratory Factor Analysis 
As discussed in previous chapters, the current study used existing scales to verify its 
propositions and test the developed model. These scales were originally developed in 
western countries and showed good validity and reliability results through different 
working contexts. However, as this study was conducted in a non-western working 
environment, it was important to purify the scales and examine their validity. To do 
so, after collection of the survey data, an exploratory factor analysis was conducted to 
establish the construct validity of the instrument. A principal component analysis with 
a Varimax rotation was used to show significant factor loadings in this study. 
The 59 items of the employee's questionnaire and the eight items of supervisor's 
questionnaire representing the main five constructs were subjected to separate 
Principle Component Analyses using SPSS version 14. A first step towards running 
the test was to check the obtained data for suitability. The three main assumptions for 
supporting the factorability of data are (Hair et al., 2006): 
1. The correlations matrix should show at least some correlation; r=0.30 or 
greater. 
2. The Kasier-Meyer-Olkin (KMO) should be 0.6 or above. 
3. The Bartlett's Test of Sphericity should be statistically significant at P<0.05. 
Table 6.1 presents factor analysis assumptions checked for the collected data. 
Table 6.1: Factor Analysis Assumptions 
Current Study 
PE* COB JS OC SQ 
Correlation >. 30 >. 30 >. 30 >. 30 >. 30 
Matrix (See Appendix (See Appendix (See Appendix (See Appendix (See Appendix 
3-A) 3-B) 3-C) 3-D) 3-E) 
(KMO) 0.86 0.81 0.84 0.84 0.86 
Bartlett's 
Test of 
. 000 . 000 . 000 . 000 . 000 Sphericity 
*PE: Psychological Empowerment, COB: Customer-oriented Behaviour, JS: Job Satisfaction, 
OC: Organisational Commitment; SQ: Service Quality. 
As table 6.1 presented, none of these assumptions has been violated in this study. A 
look at the correlation matrixes (see appendices 3A to 3E) revealed that all constructs 
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have many correlation coefficients with a value of 0.30 and above. The second sign is 
the (KMO) value. As shown in table 6.1, all obtained values for the KMO test ranging 
between 0.81 and 0.86, which are above the minimum requirements of 0.60. And 
finally, the Barlett's Test of Sphericity reached statistical significance for all 
variables. Therefore, using factor analysis was acceptable. 
6.2.1. Psychological Empowerment 
The 12 items of the psychological empowerment scale representing four dimensions 
were subjected to a Principal Component Analysis (PCA). The initial PCA revealed 
only three components with an eigenvalue exceeding 1. An inspection of the Scree 
Plot (see appendix 4-A) revealed a clear break after the third component. However, to 
aid in the interpretation of the components, Varimax rotation was used. Table 6.2 
shows the new structural factors of psychological empowerment. 
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Table 6.2: Rotated Component Matrix 
(Psychological Empowerment) 
Factor Loading 
123 Communality 
Influence 
1I have a great deal of control over what happens to my . 82 . 73 
department 
2 My impact on what happens in my department is large . 80 . 69 
3 I have significant influence over what happens in my . 79 . 69 
department 
4 1 have significant autonomy in determining how I do my . 77 . 64 
job 
5 I have considerable opportunity for independence and . 76 . 66 
freedom in how I do my job 
6 1 can decide on my own how to go about doing my work . 66 . 44 
Competence 
1 I am confident about my ability to do my job . 84 . 76 
2 I am self-assured about my capabilities to perform my . 83 . 75 
work activities 
3 I have mastered the skills necessary for my job . 82 . 96 
Meaning 
1 The work I do is meaningful to me . 82 . 72 
2 My job activities are personally meaningful to me . 81 . 73 
3 The work I do is very important to me . 80 . 70 
Eigenvalue 5.04 1.89 1.33 
Percentage of variance explained 31.1 18.9 18.8 
Total variance explained (68%) 
As table 6.2 illustrates, contrary to expectations, and deviating from the instrument 
used to capture the four dimensions, this study has confirmed only three dimensions. 
However, the three extracted dimensions were consistent with previous studies that 
used Spreitzer's scale in the hospitality industry (e. g. Fulford and Enz, 1995; Hancer 
and George, 2003; Amenumey, 2007). The first dimension influence is made up of 
three of the initial impact statements, and three of the self-determination items. Item 
loadings on this dimension ranged from 0.66 to 0.82. The second dimension 
competence and the third dimension meaning were consistent with the original 
Spreitzer (1995) scale. Item loadings were all above 0.70. Following from this, these 
three dimensions are maintained. 
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6.2.2 Customer-oriented Behaviour (COB) 
The COB dimensions were represented by ten items in the original questionnaire. To 
test the underlying structure of these items, factor analysis was undertaken using 
Varimax rotation, during three successive iterations, where two factors were extracted 
in the final round. Indeed, an inspection of the Scree plot (see appendix 4-b) revealed 
a clear break after the second component. Table (6.3) shows the final structure of the 
customer-oriented behaviour scale. 
Table 6.3: Rotated Component Matrix 
(Customer-oriented Behaviour) 
Factor Loading 
12 Communality 
Role Performance 
I I help customers with service tasks that are necessary and 
expected . 
81 
. 71 
2 I adequately complete all expected customers' service behaviours 80 . . 69 
3 I meet formal performance requirements when serving customers 79 
. 68 
4 I perform my responsibilities toward the customers up to the 
expectation of the management "79 . 68 
5 I perform all the necessary duties for customers that are required 
of me . 
70 
. 55 
Extra-Role Performance 
1 I often go above and beyond the call of duty when serving 
customers . 
78 . 67 
2 I willingly go out of my way to make a customer satisfied _ . 77 . 64 
3 I help customers with problems beyond what is expected or 
required of me . 
76 . 65 
4 Most times I do more than requested of me to help my 
organisation's customers . 
75 . 62 
5 I help customers voluntarily even if it means exceeding my job 
requirements . 
74 . 60 
Eigenvalue 5.05 1.49 
Percentage of variance explained 33.36 32.01 
Total variance explained (65.44) 
The two extracted factors in table 6.3 explained 65.44 percent of the variation in the 
data. The first dimension was in-role performance; it explained 33.36% of the total 
variance. Items loading into this factor were between 0.70 and 0.81. As far as the 
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second dimension extra-role performance went; it has also confirmed the five original 
items without any modifications or overlaps. The items loading into this factor ranged 
from 0.78 to 0.74. From these results, it can be concluded that the sampled employees 
in the Jordanian restaurants have confirmed the two-dimensional structure of 
customer-oriented behaviour. Hence, the two dimensions are maintained. 
6.2.3. Job Satisfaction (JS) 
In this study job satisfaction was measured by using a multidimensional scale. These 
dimensions have been represented by 19 items in the questionnaire. To explore the 
underlying structure of these dimensions in the restaurant industry, the nineteen items 
were subjected to a principal component analysis. The initial outcomes produced a 
solution with five components with eigenvalues exceeding 1. An inspection of the 
Scree Plot (see appendix 4-C) revealed a clear break after the fifth component. 
However, to aid in the interpretation of the components, Varimax rotation was 
undertaken. The results supported the initial outcomes of the five components' 
structure. Table 6.4 shows the structural factor of job satisfaction. 
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Table 6.4: Rotated Component Matrix 
(Job Satisfaction) 
N Items 
Factor Loading 
F1 F2 F3 F4 F5 Communality 
Recognition 
I The management does not show me the appropriate 83 . 73 appreciation (R) 
2 I do not feel my efforts are given the appropriate 82 . 69 reward (R) 
3 When I do my job well, I receive the recognition for 79 . 66 it that I should receive 
4 There are rewards for those who work here 75 . 66 
Supervision 
I My supervisor is unfair with me (R) 
. 82 . 
74 
2 My supervisor shows too little interest in the feelings 80 . 73 of subordinates (R) 
3 I appreciate and respect my supervisor 
. 74 . 
65 
4 My supervisor is quite competent in doing his/her 64 . 63 job 
Co-workers 
I I enjoy working with my co-workers 71 
. 79 . 
2 I find I have to work harder at my job because my 67 
colleagues are not as good as me (R) . 
75 . 
3 1 appreciate and respect my colleagues at work 64 
. 73 . 
4 There are quarrels within the working environment . 58 (R) . 72 
Pay 
1 I feel that I am not appreciated by this organisation 73 
when I look at it from the side of the salary (R) . 
84 . 
2 The increase in salary is little and far apart (R) 66 
. 74 . 
3 1 feel that I am satisfied with the available 59 
opportunity to increase my salary in this organisation . 
63 . 
4 I feel I am being paid a fair amount for the work I do 43 
. 63 . 
Customer 
I My customers respect my conduct and reaction 
. 76 . 69 
2 My customers treat me fairly 
. 64 . 73 
Eigenvalue 5.88 2.15 1.54 1.22 1.21 
Percentage of variance explain 14.6 13.9 13.9 12.4 9.6 
Total variance explained (64.72) 
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As table 6.4 shows, the five extracted dimensions explained 64.72% of variance. 
With factor 1 explaining 14.63%, factor 2 contributing 13.99%, component 3 adding 
13.97%, factor 4 explaining 12.45%, and the final extracted dimension contributing 
9.66%. 
The first factor was recognition. It had four items loading on it. The items loading 
ranged from 0.75 to 0.83. These four items showed an exact matching with the 
original Spector's (1997) scale. 
The second factor supervision had four items loading on it. These four items were an 
exact matching with the original scale. The items loading ranged from 0.64 to 0.82. 
As with the two previous factors, the third factor co-workers was an exact match to 
the original scale. The loadings for this factor ranged from 0.72 to 0.79. 
As far as the forth dimension pay was concerned, the four items were maintained. The 
items loading on this factor ranged from 0.63 to 0.84. 
The final factor was the customer dimension; this dimension initially was made up by 
three items. These three items were taken from Charchell et al. (1974). However, the 
decision was undertaken to delete the third item. Indeed, both the reliability 
(discussed in the next section) and correlation matrix support this decision. The items 
loading into this dimension were 0.84 and 0.77. 
6.2.4. Organisational Commitment (OC) 
The 18 items comprising the affective, normative and continuance commitment were 
factor analysed using Varimax rotation. The initial outcomes produced a solution with 
three components with eigenvalues exceeding 1. An inspection of the Scree Plot (see 
appendix 4-D) revealed a clear break after the third component. The final results of 
the factor analysis are presented in table 6.5. 
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Table 6.5: Rotated Component Matrix 
(Organisational Commitment) 
Factor Loading 
Items 
123 Communality 
Affective Commitment 
1 I really feel as if this organisation's problems are my own 
. 79 . 66 
2 This organisation has a great deal of personal meaning for 
me . 79 . 64 
3 I feel strongly that I belong to this organisation 
. 78 . 64 
4 I do feel like "part of the family" at my organisation 
. 75 . 60 
5 I would be happy to spend my career life in this 
organisation . 57 . 49 
Continuance Commitment 
1 To stay in this organisation is considered a necessary 
matter as much as a desire forme . 79 . 65 
2 Too much in my life would be disrupted if I decided to . 55 leave my organisation right now . 73 
3 I feel that there are limited choices if I were to leave this . 51 
organisation . 71 
4 If I got another offer for a better job from another 
organisation I would not feel it was right to leave this . 60 . 49 
organisation 
Normative Commitment 
1 This organisation deserves my loyalty 
. 81 . 68 
2 1 do believe that one should always be loyal to his or her 
organisation . 
69 . 66 
3 One of the major reasons to continue working for this 
organisation is that I believe that being loyal to an . 67 . 65 
organisation is important, therefore I feel a sense of moral 
obligation to remain 
Eigenvalue 4.16 2.02 1.07 
Percentage of variance explained 26.3 18.43 15.71 
Total variance explained (60.445%) 
From the results in table 6.5 it can be seen that, except for item number six, all 
affective items loaded on factor 1 scoring 0.70 and above. On the other hand, the 
second factor was made up from four items; these items were three from the 
continuance scale and one item from the normative scale. All items loaded on the 
second factor scoring 0.60 and above. It has explained 18.43% of the total variance of 
the data. And finally, three items out of the original normative items were loaded onto 
factor 3. This factor explained 15.71% of the total variance. Items loading into this 
factor were all over the minimum requirements of 0.60. However, the above findings 
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are not unique in this study. Pervious studies that examined the Meyer and Allen 
(1990) scale in different working contexts (e. g. Suliman and Iles, 2000) have found 
mixed results concerning the continuance and normative commitment. Accordingly, 
the new extracted factors were maintained. 
6.2.5. Employees Service Quality (Managers' Evaluations) 
Service quality was represented by eight items in the original questionnaire. As 
discussed in chapter five in this study, service quality was measured from the 
supervisor's perspective rather than by the employees themselves. To test the 
structure of these items, factor analysis was undertaken. The initial outcomes of PCA 
revealed two components solutions with eigenvalues exceeding 1. However, to aid in 
the interpretation of the components, Varimax rotation was used. The results 
supported the initial outcomes of the two component structure. Table 6.6 shows the 
final outcomes. 
Table 6.6: Rotated Component Matrix (Service Quality) 
Factor Loading 
12 Communality 
Employee Competence 
1 Is competent and displays a natural expertise in doing his/her 
job . 77 . 
61 
2 Is always helpful and friendly 75 
. 56 
3 Can answer the customers' needs no matter how busy he is 68 
. 50 
4 Can understand the customers' needs and endeavours to satisfy 
them . 66 . 
55 
5 Always listen to his/her customers 
. 58 . 44 . 52 
Employee Effectiveness 
1 The customers generally feel that he/she can solve their 
problems on the spot . 84 . 70 
2 Provides quick and immediate service to customers 
. 80 . 
64 
3 Customers rarely complain about the service he/she provides 
. 77 . 70 
Eigenvalue 3.68 1.17 
Percentage of variance explained 32.24 28.98 
Total of variance explained is 61.21 
As table 6.6 presents, two dimensions were extracted. The first dimension was 
employee competence; this factor was made up of five items. Except for item number 
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four, all items were taken from Ekinci's 2008 scale. Items loading into this dimension 
were above 0.60. On the other hand, the second dimension has three items. These 
items were developed specifically for the purposes of this study. A look at these items 
clearly indicated that these items aim to capture employees' proactivity in dealing 
with customer's problems. This dimension, therefore, was named as employee 
effectiveness. Items loading into this dimension were 0.70 and above. Based upon 
these results the two structural components are maintained. 
6.3. RELIABILITY ASSESSMENT OF THE SCALES 
Having cleaned the data and determined the new structural dimensions of the scales, 
the next step was to check the reliability of the extracted factors. Reliability is an 
assessment of the degree of consistency between multiple measurements of a variable 
(Hair et al., 2006). There are a number of different reliability assessments, and one of 
the most commonly used is Cronbach's alpha. And as a rule of thumb, Cronbach's 
alpha of 0.70 and above is the acceptable value in social research (Nunnally, 1978). 
Following, are the reliability results of the five scales used for this study. 
6.3.1. Psychological Empowerment Scale 
Table 6.7 presents Cronbach Alphas and item-total correlations of the three 
psychological empowerment dimensions and the entire scale as well. 
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Table 6.7: Psychological Empowerment Scale Reliability 
Sub-scale components Cronbach's 
Alpha 
Inter-total 
Correlations 
(Sub-scales) 
Inter-total 
Correlations 
(scale) 
Influence 0.89 
1 I have a great deal of control over what . 69 . 66 happens to my department 
2 My impact on what happens in my . 73 . 65 department is large 
3 I have significant influence over what . 75 . 64 happens in my department 
4 I have significant autonomy in determining . 77 . 66 how I do my job 
5 I have considerable opportunity for . 75 . 66 independence and freedom in how I do my 
job 
6 I can decide on my own how to go about . 49 doing my work 
Self-Efficacy 0.82 
1 I am confident about my ability to do my job . 70 . 49 
2 I am self-assured about my capabilities to . 62 . 41 
perform my work activities 
3 I have mastered the skills necessary for my . 70 . 50 job 
Meaning 0.80 
1 The work I do is meaningful to me . 64 . 53 
2 My job activities are personally meaningful . 67 . 57 
to me 
3 The work I do is very important to me . 65 . 52 
Overall scale 0.87 
A look at the item-total correlations shows that all values were above 0.60; which 
proved to be much higher than the recommended minimum requirement of 0.50. The 
second step toward checking the reliability of the scale was to calculate the 
Cronbach's coefficient for each of the empowerment dimensions and the entire scale. 
As shown in table 6.7, all the extracted dimensions had an acceptable level of 
reliability as determined by Cronbach's alpha (greater than 0.70). The highest value of 
alpha was for the first dimension influence (0.89); this was followed by 0.82 for 
competence, and finally the lowest value was 0.80 for the meaning dimension. 
Finally, the overall reliability of the scale was 0.87. Following from the above results, 
the new structural dimensions of psychological empowerment can be accepted for 
further analysis. 
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6.3.2. Customer-oriented Behaviour Scale 
As presented in section 6.2, the two extracted customer-oriented behaviour 
dimensions matched the original Bettencourt and Brown (1997) scale. To validate 
these findings a reliability test was undertaken, as table 6.8 below shows: 
Table 6.8: Customer-oriented Behaviour Scale Reliability 
Sub-scale components Cronbach's 
Alpha 
Inter-total 
Correlations 
(Sub-scales) 
Inter-total 
Correlation 
s (scale) 
Role Performance 0.87 
1 I help customers with service tasks that are 61 58 
necessary and expected . 
2 I adequately complete all expected customers' 72 65 
service behaviours . 
3 I meet formal performance requirements when 
"72 66 serving customers . 
4 I perform my responsibilities toward the 
customers up to the expectation of the . 73 . 65 
management 
5 I perform all the necessary duties for 72 64 
customers that are required of me " . 
Extra-Role Performance 0.85 
1 I often go above and beyond the call of duty 
. 64 59 when serving customers . 
2 I willingly go out of my way to make a 
. 68 63 customer satisfied . 
3 1 help customers with problems beyond what 70 64 is expected or required of me . . 
4 Most times I do more than requested of me to 
. 67 . 59 help the organisation's customers 
5 I help customers voluntarily even if it means 66 62 
exceeding my job requirements . . 
Overall scale alpha 0.89 
The two factors had alpha reliability coefficients greater than the cut-off point (0.70). 
The first dimension in-role performance had a high Cronbach alpha (0.87), with inter- 
total correlation above 0.60. Likewise, the second extracted factor, extra-role 
performance had an acceptable coefficient value (0.85). A look at the inter-item 
correlation revealed that most values are greater than 0.60. As far as the entire scale 
reliability went, table 6.8 pointed out clearly that the scale has a high alpha coefficient 
(0.89). As a result, there was no need to remove any item from either scale to improve 
their reliability. Indeed, these results reinforced the EFA outcomes. The scale is 
therefore accepted as a measure of the construct at hand, and can be used in further 
analysis purposed in this study. 
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6.3.3. Job Satisfaction Scale 
The five extracted job satisfaction factors were subjected to a reliability test. Below, 
in table 6.9, are the Cronbach alphas and inter-item correlations of these factors. 
Table 6.9: Job Satisfaction Scale Reliability 
Sub-scale components Cronbach's 
Alpha 
Inter-total 
Correlations 
(Sub-scales) 
Inter-total 
Correlations 
(scale) 
Recognition 0.84 
1 The management does not show me the . 68 . 48 
appropriate appreciation (R)* 
2 I do not feel my efforts are given the appropriate . 70 . 42 
reward (R) 
3 When I do my job well, I receive the recognition . 65 . 52 for it that I should receive 
4 There are rewards for those who work here . 68 . 44 
Supervision 0.84 
1 My supervisor is unfair with me (R) . 65 . 56 
2 My supervisor shows too little interest in the . 69 . 57 feelings of subordinates (R) 
3 I appreciate and respect my supervisor . 70 . 55 
4 My supervisor is quite competent in doing . 63 . 61 his/her job - 
Co-workers 0.81 
1 1 enjoy working with my co-workers . 64 . 58 
2 I find I have to work harder at my job because 
my colleagues are not as good as me (R) . 
69 . 58 
3 I appreciate and respect my colleagues at work . 60 . 51 
4 There are quarrels within the working 
. 60 . 49 environment (R) 
Pay 0.76 
1 I feel that I am not appreciated by this 
organisation when I look at it from the side of . 
55 . 55 
the salary (R) 
2 The increase in salary is little and far apart (R) . 65 . 52 
3 I feel that I am satisfied with the available 
opportunity to increase my salary in this 
organisation 
4 I feel I am being paid a fair amount for the work . 58 . 40 I do 
Customer 0.67 
1 My customers respect my conduct and reaction . 50 . 49 
2 My customers treat me rainy JU . 37 
Overall Scale Reliability 0.870 
* R: Reversed Items 
The first sign of the internal consistency is the inter-item correlation coefficient. A 
look at the item-total correlations of all sub-scales shows that most of the items 
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loading into each dimension had a value above 0.50. Additionally, the estimated 
Cronbach's alphas also showed different acceptable values that ranged from 0.84 for 
recognition, 0.84 for supervision, 0.81 for co-workers, 0.76 for the pay dimension and 
finally, 0.67 for the final factor of customer. The overall alpha coefficient for the 
entire scale was 0.87. Based on these results, the entire job satisfaction scale and its 
sub-components are maintained. 
6.3.4. Organisational Commitment Scale 
The three extracted organisational commitment factors were subjected to a reliability 
test. Below, in table 6.10, are the Cronbach Alphas and inter-item correlations of 
these factors. 
Table 6.10: Organisational Commitment Scale Reliability 
Sub-scale components Cronbach's Inter-total 
Alpha Correlations 
(Sub-scales) 
Inter-total 
Correlations 
(scale) 
Affective Commitment . 82 
1 I really feel as if this organisation's problems . 66 . 53 
are my own 
2 This organisation has a great deal of personal . 66 . 51 
meaning of me 
3 I feel strongly that I belong to this . 65 . 51 
organisation 
4 I do feel like "part of the family" at my . 63 . 48 
organisation 
5 1 would be happy to spend my career life in . 50 . 56 
this organisation 
Continuance Commitment . 70 
1 To stay in this organisation is considered a . 60 . 42 
necessary matter as much as a desire for me 
2 Too much in my life would be disrupted if I . 48 . 31 
decided to leave my organisation right now 
3I feel that there are limited choices if I were . 46 . 25 
to leave this organisation 
4 If I got another offer for a better job from . 42 . 40 
another organisation I would not feel it was 
right to leave this organisation 
Normative Commitment . 73 
1 This organisation deserves my loyalty . 47 . 38 
2I do believe that one should always be loyal . 60 . 50 
to his or her organisation 
3 One of the major reasons to continue working 
for this organisation is that I believe that 
. 60 . 58 being loyal to an organisation is important, 
therefore I feel a sense of moral obligation to 
remain 
. 801 
Overall scale 
178 
KOdeh Chapter 6: Data Analysis and Findings 
As the previous table shows, all extracted dimensions have acceptable Cronbach 
alphas higher than the minimum value of 0.70. These values ranged between 0.82 for 
affective commitment, 0.70 for continuance commitment, and finally, 0.73 for 
normative commitment. A look at inter-total correlations also supports these findings. 
Most the values of item-to-total correlation coefficients ranged from 0.42 to 0.66. And 
finally, the reliability of the overall organisational commitment scale was 0.80. 
Following from this, the organisational commitment scale and its sub-scales are 
considered reliable in the context of the current study. 
6.3.5. Service Quality Scale 
The internal consistency of the employees' competence and effectiveness was 
estimated using the Cronbach alphas statistics, as the table below displays: 
Table 6.11: Service Quality Scale Reliability 
Sub-scale components Cronbach Inter-total Inter-total 
's Alpha 
Correlations Correlation 
(Sub-scales) s (scale) 
Employees' Competence . 78 
1 Is competent and displays a natural expertise in 
. 59 . 55 doing his/her job 
2 Is always helpful and friendly . 52 . 48 
3 Can answer the customers' needs no matter how 
busy he is . 52 . 49 
4 Can understand the customers' needs and 
. 58 . 58 endeavours to satisfy them 
5 Always listens to his/her customers 
. 52 . 59 
Employees' Effectiveness . 79 
1 The customers generally feel that he/she can 61 51 
solve their problems on the spot . . 
2 Provides quick and immediate service to 
. 63 . 59 customers 
3 Customers rarely complain about the service 
. 65 . 61 he/she provides 
Overall scale alpha . 826 
The scores of both extracted dimensions (0.78 and 0.79, respectively) exceeded the 
minimum score (0.70). Item-to-total correlation coefficients for the employee 
behaviour scalc ranged from 0.52 to 0.59, and for the second scale they ranged from 
0.61 to 0.65. As a result, there was no need to remove any item from both scales to 
improve their reliability. Finally, the reliability of the overall service quality was 0.82, 
which indicated clearly that the service quality scale is valid and reliable in this study. 
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6.4 DESCRIPTIVE STATISTICS OF THE STUDY'S CONSTRUCTS 
After scale purifications, descriptive statistics for extracted dimensions and the scales 
overall were calculated. All items in all the factors were measured according to a 
seven-point scale (1 = strongly disagree, 4= neutral and 7= strongly agree). Mean, 
standard deviation, Skewness and Kurtosis are presented in table 6.12. 
Table 6.12: Summary of Descriptive Statistics 
Scale Extracted Dimensions M* S. D. S** K** N 
Influence 4.79 1.22 -. 655 -. 503 6 
Psychological Meaning 5.13 1.28 -1.10 . 274 3 Empowerment Competence 5.23 1.08 -. 931 . 063 3 
Overall 5.05 0.92 -. 850 . 009 12 
Customer- Extra-Role Performance 5.14 1.21 -. 969 -. 041 5 
oriented In-Role Performance 4.88 1.27 -. 805 -. 055 5 
Behaviour Overall 5.01 1.08 -. 841 -. 157 10 
Pay 4.51 1.31 -. 201 -. 571 4 
Recognition 4.93 1.29 -. 752 -. 151 4 
Job Co-workers 5.19 1.21 -. 731 -. 286 4 Satisfaction Supervision 5.12 1.27 -. 767 -. 242 4 
Customer 5.25 1.31 -. 980 . 376 2 
Overall 5.05 . 89 -. 598 . 043 18 
Affective 5.23 1.18 -. 973 . 416 5 Organisational Continuance 4.40 1.39 -. 424 -. 507 4 
Commitment Normative 5.69 1.18 -. 965 . 346 3 Overall 5.11 . 92 -. 798 . 745 12 
Em lo ee Competence 5.49 0.86 -. 626 . 056 5 
Service Quality Employee Effectiveness 5.08 1.13 -. 439 -. 311 3 
Overall 5.29 . 88 -. 692 . 079 8 
* M: Mean; S. D.: Standard deviation; S: Skewness; K: Kurtosis; N: Number of Items 
** The cut point between -1 and 1. 
An overall empowerment score was computed by summing up the three sub-scales. 
The mean score is 5.05 with S. D. at 0.92. This means frontline employees felt they 
were highly psychologically empowered. At the dimensional level, the highest score 
was reported by the sampled employees for the competence dimension (M = 5.23, 
S. D. = 1.08). This indicates most employees have a high level of confidence in their 
ability to do their job's tasks. This followed by the perception of the meaning 
dimension (M = 5.13, SD= 1.28). And finally, employees in Jordanian restaurants felt 
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they had a reasonable level of influence on their job outcomes, though it was the 
lowest perception level of all empowerment dimensions in the current study. 
Concerning the second scale, customer-oriented behaviour, the results showed that 
employees perceive themselves as being highly oriented in their behaviour toward the 
restaurant's customers. As table 6.12 displayed, the mean score is 5.05 and the S. D. is 
1.08. On the other hand, at the dimensional level, the study's sample felt they could 
provide customers with a higher level of extra-role perförmance more than in-role 
performance. 
In this study, job satisfaction was measured by using a multidimensional scale rather 
than an overall scale. As may be noted from table 6.12, in the final solution all five 
dimensions of job satisfaction (i. e. recognition, supervision, co-workers, pay and 
customer) emerge fairly clearly. The calculated scores for the five job facets indicated 
that all employees were satisfied with their current job. More specifically, employees 
felt they were highly satisfied with the facet related to customer (M= 5.25, SD = 
1.31); on the other hand, and relatively speaking, they were not satisfied with their 
pay level. Pay satisfaction has the lowest mean score (M = 4.51, SD = 1.31). 
Regarding employees' commitment, the study measured three forms of organisational 
commitment, namely: affective, continuance and normative commitment. As the 
previous section presented, in the final solution all three forms of organisational 
commitment were extracted, but with a different number of item loadings from the 
original scale. While the affective commitment scale was confirmed with a five items 
solution, three and four items loaded significantly on both normative and continuance 
commitment, respectively, out of the original six items in each dimension. However, 
the results in table 6.12 showed that in general the sampled employees are highly 
committed to their restaurants (M = 5.11, S. D. = 0.92). Normative commitment has 
the highest mean score (M = 5.69, S. D. = 1.18), this is followed by affective 
commitment (M = 5.32, S. D. = 1.18), and finally continuance commitment (M = 4.40, 
S. D. = 1.39). 
The final scale used in this study was service quality. The eight items measured 
managers' perception for the quality of service that employees deliver for restaurant's 
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customers. As can be seen, managers perceived their employees as being able to 
provide a high level of service quality (M = 5.29, S. D. = 0.88). More specifically, 
they felt that frontline employees were more confident in displaying a high level of 
quality of service behaviour than in being effective in dealing with customer needs. 
Having cleaned the data and ensured that all items and their loadings matched the 
original scales, the next step, before conducting any further statistical analysis, was to 
test the normality of the variables. Normality of variable(s) is examined by either 
statistical or graphical methods (Tabachimck and Fidell, 2007; Hair et al., 2006). Two 
of the more common statistical measures of normality are Skewness and Kurtosis. 
Skewness has to do with the symmetry of the distribution; a skewed variable is a 
variable whose mean is not in the centre of the distribution. Kurtosis has to do with 
the peakedness of a distribution; a distribution is either too peaked (with short, thick 
tails) or too flat (with long, thin tails) (Tabachimck and Fidell, 2007, p. 79). And as a 
rule of thumb, any value that fell outside the range of 1 and -1 indicated a violation of 
the normality assumption. The results in table 6.12 indicated that all variables in the 
current study are normally distributed. The estimated values of Skewness and 
Kurtosis ranged between -0.980 and 0.056, which is within the mentioned above cut- 
off points. Only one value exceeded these values and this was the meaning dimension. 
Accordingly, the data is ready for further statistical explorations. The next section 
presents the correlation analysis between the study's constructs. 
6.5 CORRELATION ANALYSIS 
This study was conducted with service quality as the dependent variable, 
psychological empowerment as an independent variable, and job satisfaction, 
customer-oriented behaviour and organisational commitment as mediator variables. 
The correlations between all constructs and between the sub-dimensions are shown in 
table 6.13. 
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As table 6.13 presents, there are significant relationships between all main constructs. 
The strongest correlation was between customer-oriented behaviour and service 
quality (r = 0.65) and the weakest was between job satisfaction and organisational 
commitment (r = 0.34). 
Referring to table 6.13, the results at the dimensional level indicated a significant 
relationship between the extracted factors discussed in section 6.2. Starting with 
psychological empowerment, the three dimensions - influence, meaning and 
competence - were positively associated with all the five aspects of job satisfaction. 
The strongest correlation was between competence and customer (r = 0.42) and the 
weakest was between meaning and recognition (r = 0.24). 
Likewise, the three dimensions - influence, meaning and competence - were 
positively correlated with the two customer-oriented behaviour dimensions. The 
results in table 6.12 showed that there is a strong relationship between competence 
and in-role performance (r = 0.45) while a week relationship was shown between 
meaning and extra-role performance (r = 0.24). The overall correlation, however, 
indicated a strong relationship(r = 0.50). 
In addition, the empowerment dimensions have shown a different value of 
associations with the three forms of organisational commitment. On the one hand, the 
strongest correlation was between the influence dimension and affective commitment 
(r = 0.40). On the other, the weakest was between the competence dimension and 
continuance commitment (r = 0.17). At the aggregate level, a medium correlation was 
found between psychological empowerment and organisational commitment (r = 
0.49). 
Finally, empowerment has shown a significant relationship with both dimensions of 
service quality. Influence has the strongest association with employee competence (r 
= 0.46), while meaning showed the weakest relationship, and that was with the 
employee effectiveness dimension (r = 0.29). At the aggregate level, a strong 
correlation was confirmed (r = 0.54). 
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In this study, job satisfaction was anticipated to influence both customer-oriented 
behaviour and service quality. As can be seen from table 6.13, employees' job 
satisfaction has positive correlations with both variables. In the customer-oriented 
behaviour, the results implied that the highest value of correlations is between 
satisfaction with supervision and in-role performance (r = 0.41), and the weakest is 
between the customer dimension and extra-role performance(r= 0.18). Regarding the 
relationship with both aspects of service quality, the supervision dimension has the 
strongest correlation with employee competence (r = 0.49), while the correlation 
between employees' effectiveness and the customer dimension was the 
weakest(r=0.22). The overall relationship, however, indicated a strong relationship 
between these variables (r = 0.62). 
As far as the relationship between customer-oriented behaviour and service quality, 
the results pointed out that service quality dimensions were positively influenced by 
both in-role and extra-role performance. The overall relationship indicated a strong 
relationship between the two variables (r = 0.60). 
Finally, a look at the correlation matrix results in table 6.13 indicated that 
organisational commitment is positively correlated with other variables. It was related 
to both aspects of customer-oriented behaviour. The strongest correlation was 
between affective commitment and the in-role performance (r = 0.39), while the 
weakest was between continuance and extra-role performance (r = 0.19). Likewise, as 
was anticipated, the three forms of organisational commitment have shown different 
significant correlation values with the service quality dimensions. While continuance 
commitment produced the weakest association with employees' competence (r = 
0.23), affective commitment introduced the highest value, and that was with 
employees' effectiveness (r = 0.49). The overall correlation value was 0.50. 
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6.6 MODEL ASSESSMENT AND TESTS OF HYPOTHESES 
This section is mainly concerned with presenting the results of the regression analysis 
that was used to test the study's model and the six developed hypotheses. It divides 
into three parts: the first part gives a brief discussion of the multiple regressions. The 
second part presents hypotheses testing. The final part introduces the results of the 
model testing. 
6.6.1 Multiple Regression: Assumptions and Parameters 
Multiple regression analysis is a statistical technique that can be used to analyze the 
relationship between a single dependent variable and several independent variables. 
The main objective of multiple regression analysis is to examine the ability of the 
independent(s) variables to predict the single dependent value selected by researchers 
(Hair et al., 2006). 
The variables in this study have been classified into independent and dependent. A set 
of relationships was examined in this study, by which the main independent variable 
is psychological empowerment, and service quality is the dependent variable. Also, 
three mediating variables (job satisfaction, organisational commitment and customer- 
oriented behaviour) were hypothesized to mediate the relationship between 
empowerment and service quality. Accordingly, these three variables were considered 
as dependent variables influenced by a single independent variable; psychological 
empowerment. On the other hand, these three variables with psychological 
empowerment were supposed to be related positively to service quality. Following 
from this, a multiple regression is a suitable technique to test this series of 
relationships. 
In order to ensure the ability of independent(s) variables to predict the dependent 
variable, researchers must minimize the estimation error. In simple words, the 
assumptions of regression analysis need to be examined in order to check whether 
errors of prediction are caused by data characteristics not accommodated by the 
regression model, or by the absence of a true relationship among the variables (Hair et 
al., 2006). According to Hair et al. (2006), there are three basic assumptions for the 
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regression model. These assumptions include the tests of normality, linearity, 
multicollinearity and outliers. 
1. Normality 
The normality of the data is one of the main assumptions that influence all 
multivariate statistical tests in general, and the regression analysis in particular. 
Perhaps the most frequently encountered assumption violation is non-normality of the 
dependent or independent variables, or both (Hair et al., 2006). If the variation from 
normality is significant, the resulting statistical tests are likely to be invalid. Two of 
the more common measures for assessing the normality of data are the Skewness and 
Kurtosis value. And as a rule of thumb, any value falling outside the range of 1 and -1 
indicates a violation of normality. 
2. Linearity 
Linearity concerns the nature of the relationship between the dependent variable and 
the independent variable. The change in the dependent variable is a function of the 
change in an independent variable. The importance of this assumption is that 
correlation represents only the linear association between variables and non-linear 
effects are not represented in the correlation (Tabachnick and Fidell, 2007). 
According to Hair et al, 2006 the violation of this assumption may decrease the 
strength of the relationship. 
3. Multicollinearity 
This refers to the correlation among three or more independent variables. 
Multicollinearity reduces any single independent variable's predictive power by the 
extent to which it is associated with other independent variables (Hair et al., 2006: 
186). Two of the more common measures for assessing multicollinearity problems are 
the variance inflation factor (VIF) and the tolerance value. As a rule of thumb any 
value of VIF that exceeds 10 indicates a problem of multicollinearity. On the other 
hand, a tolerance value of 0.10 and less is an indicator of a violation of the 
multicollinearity assumption. 
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4. Outliers 
Multiple regression is sensitive to the existence of outlier values in the variables used 
in the equation. Hair et al. (2006, p. 173) define outliers as an observation that has a 
substantial difference between the actual value for the dependent variable and the 
predicted value. The presence of outliers can be detected from the scatterplot. 
Tabachinck and Fidell (2007) see outliers as cases that have a standardised residual of 
more than 3.3 or less than -3.3 as displayed in the scatterplot. Additionally, 
researchers must examine the Mahalanobis distance and Cook's distance values. 
These do not appear in the outcomes of multiple regression tables, but instead, the 
SPSS program creates an extra two columns with a critical value that identifies the 
I. D. number which has an influence on the regression predication power. As a rule of 
thumb, a Cook's distance value greater than I indicates a potential problem. On the 
other hand, Mahalanobis values are dependent on the number of independent 
variables entered into the regression equation. For instance, in a model with three 
independent variables, a Mahalanobis value greater than 13.82 indicates an outlier's 
problem (for more detail see Pallant, 2005, p. 151). 
In order to evaluate the results of a multiple regression analysis, the researcher has to 
consider mainly the following statistical criteria (Hair et al., 2006): 
1. Assess the statistical significance of the overall regression model using the F 
statistic. As a rule of thumb, P values < 0.05 are considered as significant. 
2. If the model statistic is significant, the next step is to evaluate the strength of 
the relationships between the dependent variable and the independent 
variables using the multiple R2 statistics. The R2 figure represents the amount 
of variation in the independent variable associated with all of the independent 
variables considered together. Multiple R2 ranges from 0 to +1.0, and a larger 
R2 indicates a stronger relationship between the independent variables and the 
dependent variable of interest. 
3. A Multiple regression provides a coefficient (betas) for each independent 
variable that indicates the size of the influence and the direction 
(positive/negative) of that independent variable upon the dependent variable. 
The higher the value of beta indicates that the variable has a greater influence 
on the dependent variable. 
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4. The beta coefficient(s) must be significant. Therefore, the final step is to 
examine the statistical significance of regression coefficients (betas) for each 
of the independent variables using the t statistics. If any of the beta 
coefficients is not statistically significant, it is an indication that the variable is 
not a good predictor of the dependent variable. As a rule of thumb, P values < 
0.05 are-considered as significant. 
Hereafter, before running any regression test, the data firstly will be checked to 
evaluate the regression assumptions, then the statistical parameters discussed above 
will be reported to test the study's hypotheses. 
6.6.2 Tests of Hypotheses 
HI: Psychological empowerment will have a positive relationship with 
employees' job satisfaction. 
In this study, psychological empowerment was proposed to have a positive 
relationship with employees' job satisfaction. This hypothesis was tested using 
regression analysis. Before undertaking the test, all the regression assumptions were 
verified. Table 6.14 presents the outcomes. 
Table 6.14: Regression Assumptions Checked 
Dependent Variable: Job Satisfaction 
Assumption Test Criteria Current study 
Sample Size N> 104 + m* 298 
Normality of Data Skewness and 
Kurtosis 
-1 to 1 Normal 
(See appendix 5) 
VIF > 10 1.34 
Meaning Tolerance <. 10 . 75 
Multicollinearity VIF 1.21 
Competence Tolerance . 83 VIF 1.27 
Influence Tolerance 
. 78 
Outliers Mahalanobis 
Distance 
> 13.82 0 case 
Cook's Distance >1 0 case 
*M= Number of variables 
As the table above presented, none of the regression assumptions has been violated in 
this study. Therefore, the test was undertaken. Below, in table 6.15, are the results of 
the regression analysis. 
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Table 6.15: Regression Model Statistics 
Dependent Variable: Job Satisfaction 
i 
"Recognition Customer Co-workers Supervision Pay 
ons Dimens 
ß t ß t R t R t R t 
Meaning . 057 . 963 . 183 3.09** . 150 2.47** . 158 2.68** . 061 2.37 
Competence . 098 1.67* . 295 5.23** . 149 2.58** . 193 3.42** . 21 4.59** 
Influence . 350 5.83** . 166 2.87** . 280 4.73** . 283 4.89** . 28 4.58** 
P Value 000 000 000 . 000 . 000 
R2 . 18 . 25 . 20 . 24 . 19 
F Ratio 21.06 31.09 24.53 30.22 22.44 
*P<0.01 
As can be seen, the statistical findings in table 6.15 show that psychological 
empowerment is a significant predictor of employees' job satisfaction. A look at the 
regression results showed that all empowerment dimensions are significantly related 
to the five aspects of job satisfaction. The strongest significant value was between 
influence and recognition (/i = 0.350, P<0.01), and the weakest was between 
competence and recognition (, ß = 0.098, P<0.05). Only the meaning dimension was 
non-significant with both recognition and pay dimensions of job satisfaction. 
However, the overall model's statistical findings in table 6.15 support the relationship. 
Hence, hypothesis 1 is accepted. 
Job Satisfaction Consequences 
H2a: Job satisfaction will have a positive relationship with employees' customer- 
oriented behaviour. 
H2b: Job satisfaction will have a positive relationship with service quality. 
In this study, job satisfaction was proposed to be related to both customer-oriented 
behaviour and service quality. Hence, two separate multiple regression tests were 
used to examine these hypotheses. Below, in table 6.16, are the results of the first 
regression assumptions checked. 
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Table 6.16: Regression Assumptions Checked 
Dependent Variable: Customer-oriented Behaviour 
Assumption Test Criteria Current study 
Sample Size N> 104 + m* 293 
Normality of Data Skewness and Kurtosis -1 to 1 Normal(See 
appendix 5) 
VIF > 10 1.18 
Recognition Tolerance <. 10 . 84 
VIF 1.26 
Customer Tolerance . 79 
it lli lti 
VIF 1.53 
near y co Mu Co-workers Tolerance . 65 
VIF 1.61 
Supervision Tolerance . 62 
VIF 1.42 
Pay Tolerance . 70 
Outliers Mahalanobis Distance > 13.82 0 case 
Cook's Distance >1 0 case 
*M= Number of variables 
From table 6.15 it can be concluded that all of the basic assumptions are met in this 
study. Therefore, a multiple regression test was undertaken. Table 6.17 displays the 
first regression model statistics. 
Table 6.17: Regression Model Statistics 
Dependent Variable: Customer Oriented Behaviour 
Variables Extra-Role In-Role Performance 
(3 t (3 t 
Recognition . 200 3.45** . 219 4.06** 
Customer . 03 . 558 . 181 3.25** 
Co-workers . 136 2.07** . 158 2.58** 
Supervision . 174 2.58** . 132 2.10** 
Pay . 134 2.12** . 137 2.32** 
P Value . 000 . 000 
R2 . 21 . 33 
F Ratio 14.725 26.89 
*P<0.01 
As table 6.17 shows, apart from the customer dimension, all job satisfaction 
dimensions are positively related to employees' customer-oriented behaviour 
dimensions. The highest value was between the recognition dimension and in-role 
performance (, 0 = 0.219, P<0.01), while the weakest was between the dimension of 
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supervision and the in-role performance (/i = 0.132, P<0.01). Referring to table 6.17, 
the overall model statistics ((R2 = 0.21, P=0.000), (R' = 0.33, P=0.000)) indicated 
that job satisfaction positively influenced both aspects of customer-oriented 
behaviour. Accordingly, hypothesis 2a was accepted. 
Table 6.19 displays the statistical results concerning the relationship between job 
satisfaction and service quality. However, before running the test, the regression 
assumptions were examined; and none of these assumptions were violated in this 
study (see table 6.18). 
Table 6.18: Regression Assumptions Checked 
Dependent Variable: Service Quality 
Assumption Test Criteria Current study 
Sam le Size N> 104 + m* 293 
Normality of Data Skewness and Kurtosis -1 to 1 Normal (See 
appendix 5 
VIF > 10 1.18 
Recognition Tolerance <. 10 . 84 
VIF 1.26 
Customer Tolerance . 79 
VIF 1.53 
Multicollinearity Co-workers Tolerance . 65 
VIF 1.61 
Supervision Tolerance . 62 
VIF 1.42 
Pay Tolerance . 70 
Outliers Mahalanobis Distance > 13.82 0 case 
Cook's Distance >1 0 case 
*M= Number of variables 
Table 6.19: Regression Model Statistics 
Dependent Variable: Service Oualitv 
Variables Employees' 
Competence 
Employees' 
Effectiveness 
t R t 
Recognition . 224 4.68** . 188 3.18** 
Customer . 093 1.72 . 040 . 65 
Co-workers . 116 1.93 . 085 1.26 
Supervision . 270 4.40** . 123 1.78 
Pay . 115 2.00** . 152 2.34** 
P Value . 000 . 000 
R2 . 36 . 18 
F Ratio 30.88 F 11.89 
*P<0.01 
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As can be seen, the results in table 6.19 indicated that recognition (ß = 0.224, 
P<0.01), supervision (ß = 0.270, P<0.01), and pay satisfaction (ß = 0.115, P<0.01), 
are statistically significant predictors of the first dimension of service quality. On the 
other hand, in the employee effectiveness dimension of service quality, both the 
recognition and pay satisfaction were significant. However, the model's statistical 
results ((R2 = 0.36, P=0.000), (R2 = 0.18, P=0.000)) support a significant relationship 
between job satisfaction and service quality. Therefore, hypothesis 2b was supported. 
H3: Psychological empowerment will have a positive relationship with 
employees' customer-oriented behaviour. 
In this study, psychological empowerment was proposed to have a positive impact on 
employees' customer-oriented behaviour. This hypothesis was tested using regression 
analysis. Before undertaking the test, all the regression assumptions were verified. 
Table 6.20 presents the outcomes. 
Table 6.20: Regression Assumptions Checked 
Dependent Variable: Customer-oriented Behaviour 
Assumption Test Criteria Current study 
Sample Size N> 104 + m* 298 
Normality of Data Skewness and Kurtosis -1 to 1 Normal 
(See appendix 5) 
VIF > 10 1.34 
Meaning Tolerance <. 10 . 75 
Multicollinearity VIF 1.21 
Competence Tolerance . 83 
VIF 1.27 
Influence Tolerance 
. 78 
Outliers Mahalanobis Distance > 13.82 0 case 
Cook's Distance >1 0 case 
*M= Number of variables 
As the table above presented, none of the regression assumptions were violated in this 
study. Therefore, the test was undertaken. Below, in table 6.21, are the results of the 
regression analysis. 
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Table 6.21: Regression Model Statistics 
Dependent Variable: Customer-oriented Behaviour 
Variables Extra-Role 
Performance 
In-Role 
Performance 
(3 t (3 t 
Meaning . 015 . 240 . 122 2.15 ** 
Competence . 222 3.75** . 321 5.93** 
Influence . 271 4.50** . 269 4.83** 
P Value . 000 . 000 
R2 . 17 . 303 
F Ratio 19.46 41.67 
*P<0.01 
The results in table 6.21 showed that only the meaning dimension of psychological 
empowerment is non-significant with employees' extra-role performance. In the 
second dimension in-role performance, the strongest association was with 
competence (ß = 0.321, P<0.01), followed by influence (ß = 0.269, P<0.01), and 
meaning (ß = 0.122, P<0.01). The model's statistical results ((RI = 0.17, P=0.000), 
(R2 = 0.303, P=0.000)) indicated that psychological empowerment is significantly 
related to employees' customer-oriented behaviour. Based upon these results, 
hypothesis 3 is accepted. 
H4: Customer-oriented behaviour will have a positive relationship with service 
quality. 
In this study, customer-oriented behaviour was proposed to have a positive impact on 
service quality. This hypothesis was tested using regression analysis. Before 
undertaking the test, all the regression assumptions were verified. Table 6.22 below 
presents the outcomes: 
Table 6.22: Regression Assumptions Checked 
Dependent Variable: Service Quality 
'Assumption Test Criteria Current study 
Sample Size N> 104 + m* 298 
Normality of Data Skewness and Kurtosis -1 to 1 Normal 
(See appendix 5) 
Extra-Role VIF > 10 1.40 
Multicollinearity Performance Tolerance <. 10 . 71 
In-Role VIF > 10 1.40 
Performance Tolerance <. 10 . 71 
Outliers Mahalanobis Distance > 13.82 0 case 
Cook's Distance >1 0 case 
*M= Number of variables 
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As table 6.22 presented, all the regression assumptions were met in this study. 
Therefore, the test was undertaken. Below, in table 6.23, are the results of the 
regression analysis. 
Table 6.23: Regression Model Statistics 
Dependent Variable: Service Oualitv 
Variables Employees' 
Competence 
Employees' 
Effectiveness 
ß t ß t 
Extra-Role Performance . 244 4.17** . 187 3.16** 
In-Role Performance . 369 6.31** . 404 6.93 ** 
P Value . 000 . 000 
R2 . 29 . 28 
F Ratio 54.87 58.04 
*P<0.01 
The results in table 6.23 indicated that the perception of extra-role performance is 
significantly related to employee competence (ß = 0.244, P<0.01), and employees' 
effectiveness (ß = 0.369, P<0.01) dimensions of service quality. On the other hand, 
and in the same way, in-role performance significantly influenced both aspects of 
service quality (ß = 0.369, P<0.01) and (ß = 0.404, P<0.01), respectively. Hence, 
hypothesis 4 is accepted. 
HS: Psychological empowerment will have a positive relationship with 
employees' organisational commitment. 
In this study, psychological empowerment was proposed to be related to employees' 
organisational commitment. It was proposed to influence positively the three aspects 
of commitment (affective, continuance and normative). To verify this hypothesis a 
multiple regression test was undertaken. However, below in table 6.24 are the results 
of the regression assumptions checked. 
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Table 6.24: Regression Assumptions Checked 
Denendent Variable: Orizanisational Commitment 
Assumption Test Criteria Current study 
Sample Size N> 104 + m* 298 
Normality of Data Skewness and Kurtosis -1 to 1 Normal 
(See appendix 5) 
VIF > 10 1.34 
Meaning Tolerance <. 10 . 75 
Multicollinearity VIF 1.21 
Competence Tolerance . 83 
VIF 1.27 
Influence Tolerance . 78 
Outliers Mahalanobis Distance > 13.82 0 case 
Cook's Distance >1 0 case 
*M= Number of variables 
As the table above presented, none of the regression assumptions were violated, 
consequently the test was undertaken. Table 6.25 presents the final outcomes of the 
interrelationships between the psychological empowerment dimensions and the three 
organisational commitment forms. 
Table 6.25: Regression Model Statistics 
Dependent Variable: Organisational Commitment 
'Variables Affective 
Commitment 
Continuance'' 
Commitment 
'Normative 
Commitment 
ß t R t P S 
Meaning . 138 2.37** . 098 1.51 . 005 . 085 
Competence . 255 4.59** . 086 1.39 . 293 5.09** 
Influence . 262 4.58** . 141 2.21 * . 267 4.52** 
P Value . 000 . 000 . 000 
R2 . 25 . 06 . 21 
F Ratio 23.90 6.61 25.56 
As can be seen, all empowerment dimensions were positively related to the perception 
of affective commitment. The strongest relationship was with influence (ß = 0.262, 
P<0.01), followed by competence (ß = 0.255, P<0.01) and meaning (ß = 0.138, 
P<0.01). In contrast, only the influence dimension (ß = 0.141, P<0.01) was 
significantly related to continuance commitment. On the other hand, both competence 
and influence ((ß = 0.293, P<0.01), (, l1 = 0.267, P<0.01)) predicted employees' 
normative commitment, respectively. Following from this, hypothesis 5 is supported. 
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Organisation and Commitment Consequences 
H6a: Organisational commitment will have a positive relationship with 
employees' customer-oriented behaviour. 
H6b: Organisational commitment will have a positive relationship with service 
quality. 
The relationship between employees' organisational commitment with both the 
customer-oriented behaviour and service quality were examined. Accordingly, two 
separates multiple regression tests were undertaken. Before undertaking the test, all 
the regression assumptions were verified. Below, in table 6.26, are the first 
regression's assumption statistics. 
Table 6.26: Regression Assumptions Checked 
Dependent Variable: Customer-oriented Behaviour 
Assumption Test Criteria Current study 
Sample Size N> 104 + m* 298 
Normality of Data Skewness and 
Kurtosis 
-1 to 1 Normal 
(See appendix 5) 
VIF > 10 1.38 
Affective Tolerance <. 10 . 72 Multicollinearity VIF 1.03 
Continuance Tolerance . 96 
VIF 1.35 
Normative Tolerance . 74 
Outliers Mahalanobis 
Distance 
> 13.82 0 case 
Cook's Distance >1 0 case 
* M: Number of Variables. 
As the table above presented, all of the regression assumptions were within the 
recommended values, consequently the test was undertaken. Table 6.27 presents the 
final regression outcomes between organisational commitment and customer-oriented 
behaviour. 
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Table 6.27: Regression Model Statistics 
Dependent Variable: Customer-oriented Behaviour 
Variables Extra-Role 
Performance 
In-Role 
Performance 
p t p t 
Affective Commitment . 213 3.23** . 310 4.81** 
Continuance Commitment . 140 2.45** . 179 3.20** 
Normative Commitment . 145 2.22** . 116 1.81 
P Value . 000 . 000 
R2 . 12 . 20 
F Ratio 14.02 22.44 
*P<0.01 
According to the statistical results in table 6.27, employees' affective commitment 
was significantly related to both dimensions of customer-oriented behaviour (, ß = 
0.213, P<0.01) and (ß = 0.310, P<0.01). Likewise, continuance commitment 
influenced both dimensions of customer-oriented behaviour (ß = 0.255, P<0.01) and 
(, ß = 0.255, P<0.01), correspondingly. On the other hand, only the extra-role 
performance was influenced by normative commitment (/3 = 0.145, P<0.01). The R2 
value for the first model is 0.12, which means that three commitment variables 
explain about 12 percent of the variance in extra-role performance, while it was 0.20 
in the second model, indicating 20 percent of the variance in in-role performance was 
explained by organisational commitment. Accordingly, the first part of this hypothesis 
was supported. 
H6b: Organisational commitment will have a positive impact on service quality. 
The relationship between employee organisational commitment and service quality 
was examined. A multiple regression test was used. Before running the test, all the 
regression assumptions were verified. Below, in table 6.28, are the regression 
assumption statistics. 
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Table 6.28: Regression Assumptions Checked 
Dependent Variable: Service Quality 
Assumption Test Criteria Current study 
Sample Size N> 104 + m* 298 
Normality of Data Skewness and Kurtosis -1 to I Normal 
(See appendix 5) 
VIF > 10 1.38 
,4 ective Tolerance <. 10 . 72 Multicollinearity VIF 1.03 
Continuance Tolerance . 96 
VIF 1.35 
Normative Tolerance . 74 
Outliers Mahalanobis Distance > 13.82 0 case 
Cook's Distance >1 0 case 
*M= Number of variables 
As the table above presented, none of the regression assumptions were violated, 
consequently the test was undertaken. Table 6.29 presents the final regression 
outcomes between organisational commitment and service quality. 
Table 6.29: Regression Model Statistics 
Dependent Variable: Service Oualitv 
Variables Employees' 
Competence 
Employees' 
Effectiveness 
ß t ß t 
Affective Commitment . 37 6.14** . 24 3.77** 
Continuance Commitment . 17 3.22** . 14 2.65** 
Normative Commitment . 09 1.51 . 21 3.25** 
P Value . 000 . 000 
R2 . 29 . 20 
F Ratio 37.9 23.9 
**P<0.01 
As can be seen, apart from normative commitment, all forms of organisational 
commitment were significantly related to service quality. The strongest relationship 
was between affective commitment and employees' competence (ß = 0.37, P<0.01) 
and the weakest was between the continuance commitment and employees' 
effectiveness (ß = 0.14, P<0.01). However, the general model statistics ((R2 = 0.29, P 
= 0.000), (R2 = 0.20, P=0.000)) indicated that organisational commitment positively 
impacts service quality. It has explained 29 and 20 percent of variance in both 
dimensions, respectively. Following from this, hypothesis 6b is accepted. Table 6.30 
summarises all the regression results discussed in this section. 
199 
K Odeh Chapter 6: Data Analysis and Findings 
Table 6.30: Summary of Regression Results 
Independents 
Meaning, ° 'Competence -,, Influence- Model Statistics Result 
Dependents t ß t ß t Rz P A/R* 
Recognition . 057 . 96 . 098 1.67* . 350 5.83** . 18 . 000 A 
Customer . 183 3.09** . 296 5.23** . 166 2.87** . 25 . 000 A 
Co-workers . 150 2.47** . 149 2.58** . 280 4.73** . 20 . 000 A 
Supervision . 158 2.68** . 193 3.42** . 283 4.89** . 24 . 000 A 
Pay . 061 2.37 . 210 4.59** . 280 4.58** . 19 . 000 A 
Extra-Role . 015 . 240 . 222 3.75** . 271 4.50** . 17 . 000 A 
In-Role . 122 2.15** . 321 5.93** . 269 4.83** . 30 . 000 A 
Affective commitment . 138 2.37** . 255 4.59** . 262 4.58** . 25 . 000 A 
Continuance commitment . 098 1.51 . 086 1.39 . 141 2.21 * . 06 . 000 R 
Normative Commitment . 005 . 085 . 293 5.09** . 267 4.52** . 21 . 000 A 
Independents 
Recognition Customer', Co-workers Supervision Pay Model Statistics Result, 
Dependents ß t ß t ß t ß t ß t R2 P A/R 
Extra-role Performance . 200 3.45** . 030 . 558 . 
136 3.25** . 174 2.58** . 134 2.12** . 21 . 000 A 
In-role Performance . 219 4.06** . 181 3.25** . 158 2.58** . 132 2.10** . 137 2.32** . 33 . 000 A 
Employees' Competence . 224 4.68** . 093 1.72 . 
116 1.93 . 270 4.40** . 115 2.00** . 36 . 000 A 
Employees' Effectiveness . 188 3.18** . 040 . 
65 . 085 1.26 . 123 1.78 . 152 2.34** . 18 . 000 A 
Independents 
Extra-Role In-Role Model Statistics' Result. 
Dependents ß t ß t Rz P A/R 
Employees' Competence . 244 4.17** . 369 
6.13** , 29 . 000 
A 
Employees' Effectiveness . 187 3.16** . 404 6.93** . 28 . 000 
A 
Independents 
'Affective 
Commitment 
`Continuance Commitment' 
S 
`Normative Commitment, ° 
S 
'Model Statistics,, `, `, Result 
Dependents ß t ß t ß t R2 P A/R 
Extra-role Performance . 213 3.23** . 140 2.45** . 145 2.22** . 12 . 
000 A 
In-role Performance . 310 4.81** . 179 3.20** . 116 1.81 . 20 . 
000 A 
Employees' Competence . 370 6.14** . 17 3.22** . 090 1.51 . 29 . 
000 A 
Employees' Effectiveness . 240 3.77** . 14 2.65** . 210 3.25** . 20 . 
000 A 
As the table above presents, all hypotheses in this study were confirmed. A look into 
the first part of the table shows that empowerment dimensions have a positive 
significant relationship with job satisfaction, customer-oriented behaviour and 
organisational commitment dimensions. Despite this, the interrelationships between 
the dimensions indicate that some of the psychological empowerment dimensions are 
more influential than others. While the influence dimension has a significant 
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relationship with all job satisfaction, organisational commitment and customer- 
oriented behaviour dimensions, the meaning dimension has a non-significant 
relationship with the recognition, and pay dimension of job satisfaction, as well as 
with extra-role performance, continuance and normative commitment. On the other 
hand, the competence dimension failed to be related significantly to the continuance 
dimension of organisational commitment. 
Referring to table 6.30, the results concerning the consequences of job satisfaction 
clearly reflect the role of employees' job satisfaction in enhancing employees' 
performance. The range of the obtained R2 values (0.18 to 0.36) supported that. As the 
table presented, the five dimensions of job satisfaction were significantly related to 
employees' customer-oriented behaviour and service quality. However, pay and 
recognition dimensions were the only facets that significantly related to all customer- 
oriented behaviour and service quality dimensions. 
As far as the relationship between the customer-oriented behaviour dimensions and 
service quality, the outcomes presented in table 6.30 support a positive relationship 
between these two constructs. Both dimensions of customer-oriented behaviour 
predicted both aspects of service quality; employees' competence and effectiveness, 
respectively. 
The final part of table 6.30 summarises the results of the multiple regressions 
concerning the consequences of organisational commitment. From the results it seems 
that affective commitment and continuance commitment are more important in 
affecting employees' performance than normative commitment. Normative 
commitment did not show any significant relationship with in-role performance and 
employees' competence. 
To conclude, the results that have been discussed in this section so far supported 
empirically the six hypotheses of this study. However, in order to verify the study's 
main hypothesis, which aims to understand the relationship between psychological 
empowerment and service quality, the following section presents the model testing. 
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6.6.3 Model Testing 
The developed model in this study suggested that the relationship between 
psychological empowerment and service quality is mediated by three variables: 
employee job satisfaction, organisational commitment and customer-oriented 
behaviour. To test this model, the mediation analysis process suggested by Baron and 
Kenny (1986) was used. According to Baron and Kenny (1986), there are three steps 
that should be followed to test the mediation variable(s) and these are: 
1. In the first step, the independent variable must be significantly related to the 
mediating variable(s). 
2. In the second step, the independent variable must be significantly related to 
the dependent variable. 
3. In the third step, the independent, mediating and dependent variable(s) are 
included in the same regression equation. If the mediating variable(s) does 
mediate the relationship, a significant relationship between the independent 
and dependent variable should disappear (fully mediated) or be reduced 
(partially mediated) when the mediator variable(s) is added to the model. 
Concerning the study's model test, and as discussed above, the first step of the 
mediation analysis is to show that the independent variable (psychological 
empowerment) affects the mediators (job satisfaction, organisational commitment and 
customer-oriented behaviour). Before conducting the test, the regression assumptions 
were examined, and the results indicated that none of these assumptions were 
violated. Accordingly, the test was undertaken. Table 6.31 presents the regression 
results of the first condition. 
Table 6.31: Regression Model Statistics 
Independent, Mediating and Dependent Variables 
Variable 
Mediating Dependent 
Job 
Satisfaction 
Customer- 
oriented 
Behaviour 
Organisational 
Commitment 
Service 
Quality 
Independent t t t 
Psychological 
Empowerment 
0.634 13.68** . 502 9.83** . 461 8.85** . 556 11.24** 
P Value . 000 . 000 . 000 . 000 R2 . 401 . 252 . 213 . 309 F Ratio 187.15 96.80 78.34 126.34 
**P<0.01 
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As can be seen, psychological empowerment had significant positive correlations with 
all mediating variables (job satisfaction, organisational commitment and customer- 
oriented behaviour). 
The second step is to show that the independent variable affects the dependent 
variable (service quality). As table 6.31 presented, psychological empowerment has a 
positive association with service quality (R2 = 0.309, F= 126.347, p<0.000). 
The final step is to show that the mediator variables (job satisfaction, organisational 
commitment and customer-oriented behaviour) affect the dependent variable (service 
quality) when the independent variable (psychological empowerment) is included in 
the equation. If job satisfaction, organisational commitment and customer-oriented 
behaviour mediate the relationship, a significant relationship between psychological 
empowerment and service quality should disappear (fully mediated) or be reduced 
(partially mediated) when the mediator variables (job satisfaction, organisational 
commitment and customer-oriented behaviour) are added to the model. Before 
undertaking the test, the multiple regression assumptions were examined. Table 6.32 
presents the outcomes. 
Table 6-32: Regression Assumptions Checked 
Dependent Variable: Service Oualitv (Overall Modell 
Assumptions Test Criteria', ' -Current study. 'r- 
Sample Size N> 104 + m** 271 
Normality of Data Skewness and 
Kurtosis 
-1 to 1 Normal 
(See appendix 3) 
PE * VIF > 10 1.908 
Tolerance <. 10 . 524 
JS VIF > 10 1.694 
Tolerance <. 10 . 590 
Mullicollinearity COB VIF > 10 1.694 
Tolerance <. 10 . 590 OC VIF > 10 1.380 
Tolerance <. 10 . 725 Mahalanobis 
Distance 
> 13.82 0 case 
Outliers Cook's Distance >1 0 case 
*PE: Psychological Empowerment; JS: Job Satisfaction; COB: Customer-oriented Behaviour; 
OC: Organisational Commitment **M= Number of variables 
As can be seen, all the major assumptions were met in this study, therefore a 
regression test was undertaken. Table 6.33 summarises the statistical outcomes. 
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Table 6.33: Regression Model Statistics: Mediating Test 
Variables Service Quality 
R t p 
Psychological Empowerment 0.088 1.614 
. 108 
Job Satisfaction 0.296 5.342** 
. 
000 
Customer-oriented Behaviour 0.333 6.484** 
. 
000 
Organisational Commitment 0.245 5.283** 
. 
000 
P Value 0.000 
R2 0.585 
**P<U. U 
As table 6.33 shows, all mediating variables have a significant affect on the dependent 
variable (service quality) when the independent variable (psychological 
empowerment) is included in the equation. On the other hand, and more importantly, 
the statistical results indicated that psychological empowerment became non- 
significant with service quality when the mediating variables were included in the 
model. Thus, the relationship between psychological empowerment and service 
quality is fully mediated by job satisfaction, organisational commitment and 
customer-oriented behaviour. Figure 6.8 displays the final result. 
Figure 6.8: Model Testing 
Direct Path R2=. 30 
----------------------- 
. 
634 (R2= . 
40) Job . 
628(R2=. 39) 
Satisfaction I 
I 
. 576(1 1.65) 
I 
V 
Psychological . 
502(R2=. 25) Customer - . 
657 (R2=. 43) Service 
Quality Empowerment Oriented 
II Behaviour 
0.447(8.410) 
Organisational 
. 
461(R2=. 21) Commitment 
. 
537 (R2=. 28) 
Indirect Path R2 = . 
58 
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As figure 6.8 shows, both lines of indirect and direct path are found to significantly 
influence service quality. The red line represents the direct relationship between 
psychological empowerment and service quality. It explained a total of 30 percent of 
variance in service quality. On the other hand, the indirect path through job 
satisfaction, organisational commitment and customer-oriented behaviour has 
explained more variance in service quality (R2 = 0.58). Following from this, the 
study's model is fully supported. 
6.7 t-test RESULTS 
A series of independent sample t-tests were undertaken to compare all construct 
perceptions between the sampled employees. Based on this, the current section aims 
to discuss only the significant differences reported by the employees according to 
their demographic characteristics. (For full analysis results see appendix 6). Table 
6.34 summarises the outcomes of the t-tests. 
205 
K Odeh Chapter 6: Data Analysis and Findings 
Table 6.34: t-tests 
Dimensions/Construct Mean S. D. ' t D. F. P 
Job Mode 
Psychological Empowerment Full time 5.11 . 84 2.20 108 . 030 Part time 4.82 1.01 
Full time 4.98 1.01 1.99 115 . 048 Influence Part time 4.66 1.23 
Customer-oriented Behaviour Full time 5.13 . 99 3.01 109 . 003 
Part time 4.65 1.23 
Extra-role Performance Full time 5.29 1.11 3.25 107 . 002 Part time 4.71 1.39 
In-role Performance Full time 4.96 1.20 2.13 117 . 036 Part time 4.59 1.33 
Job Satisfaction Full time 5.09 . 84 2.54 294 . 011 Part time 4.80 . 94 
Supervision Full time 5.24 1.23 2.12 294 . 035 Part time 4.88 1.35 
Pay Full time 5.09 . 84 2.87 294 . 004 Part time 4.80 . 94 
Educational level 
Psychological Empowerment SL* 4.82 . 92 3.29 296 . 001 HE 5.17 . 87 SL 4.86 1.34 2.67 207 . 008 Meaning HE 5.28 1.23 
SL 5.06 1.14 2.03 296 . 043 
Competence HE 5.33 1.05 
SL 4.67 1.17 2.69 296 . 009 
Influence HE 5.04 1.09 
Nationality 
Pay Satisfaction Jordanian 4.52 1.22 2.12 294 . 035 Others 4.19 1.30 
Experience 
Extra-role Performance Less than 
10 years 
5.05 1.23 2.136 292 . 021 
More than 
10 years 
5.40 1.06 
Tenure 
Extra-role Performance Less than 
10 years 
5.03 1.28 2.040 288 . 037 
More than 
10 years 
5.32 1.09 
SL: Secondary Level; HE: Higher Education 
In this study, job mode was used to classify employees into part time and full time. As 
table 6.34 presented, full time employees perceived themselves as being more 
psychologically empowered (M = 5.11, S. D. = 0.84) than part time employees (M = 
4.82, S. D. = 1.01) did. The P value indicated a significant difference between the two 
groups. In the same way, full time workers perceived that they had a greater 
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influence over their work area (M = 4.99, S. D. = 1.18) than part time employees (M = 
4.66, S. D. = 1.23) did. 
The results concerning customer-oriented behaviour indicated a significant difference 
between full and part time employees. In general, full time workers exhibited higher 
levels of customer-oriented behaviour (M = 5.13, S. D. = 0.99) than part time workers 
(M = 4.65, S. D. = 1.23) did. Likewise, full time employees felt that they could 
provide customers more extra-role performance (M = 5.29, S. D. = 1.11) and in-role 
performance (M = 4.96, S. D. = 1.20) than part time workers (M = 4.71, S. D. = 1.39), 
(M = 4.59, S. D. = 1.33) did. 
In addition, in job satisfaction, significantly, full time workers were more satisfied 
overall with their current jobs (M = 5.06, S. D. = 0.84) than part time workers (M = 
4.80, S. D. = 0.94) were. Moreover, the results indicated part time employees were 
less satisfied with pay levels (M = 4.88, S. D. = 0.84) and the supervision inside the 
restaurants (M = 5.24, S. D. = 1.35) than full time workers (M = 5.09, S. D. = 0.84), (M 
= 5.24, S. D. = 0.84) were. 
In this study, the educational level refers to the highest educational qualifications that 
employees obtained. For the purpose of the t-test, the data was divided into two 
general categorises: secondary level or less, and higher education. As table 6.34 
displayed, higher educated employees perceived a higher level of psychological 
empowerment (M = 5.17, S. D. = 0.87) than those with a secondary level of education 
or less (M = 4.82, S. D. = 0.92). Moreover, higher educated workers felt that their job 
was more meaningful (M = 5.28, S. D. = 1.23) than others (M = 4.86, S. D. = 1.34). In 
the same way, employees who had a higher level of education felt themselves more 
competent in doing their jobs (M = 5.33, S. D. = 1.05) than less educated employees 
(M = 5.06, S. D. = 1.14). And finally, in the influence dimension, higher educated 
workers had a more positive perception concerning their influence inside the 
restaurants (M = 5.04, S. D. = 1.17) than less educated employees (M = 4.67, S. D. _ 
1.17) did. 
Concerning employees' nationality, only the pay satisfaction was perceived 
differently between Jordanian and non-Jordanian employees. Significantly, Jordanian 
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employees were more satisfied with their pay (M = 4.52, S. D. = 1.22) than non- 
Jordanian employees (M = 4.19, S. D. = 1.30) were. 
Finally, both the general experience in the restaurant industry and job tenure had a 
significant impact on employees' service behaviour. Employees with 10 years of 
experiences and more reported a higher level of extra-role performance (M = 5.40, 
S. D. = 1.06) than employees with 10 years of experiences or less (M = 5.05, S. D. = 
1.23). In the same way, employees who had worked for their current employer for 
more than 10 years, reported higher levels of extra-role performance (M = 5.32, S. D. 
= 1.09) than employees with less than 10 years of experience (M = 5.03, S. D. = 1.28). 
6.8 CONCLUSION 
This chapter has presented the results in this study. In the first section, the 
demographic statistics showed that customer-contact employees in Jordanian 
restaurants are mainly male. Their ages were comprised of the young age group of 
less than 30 years. Most of them were originally from Jordan, and hold a college 
degree with a hospitality educational background. 
The results of factor analysis and reliability tests indicated that all constructs are valid 
and reliable in the study context. Apart from psychological empowerment and service 
quality scales, all measurements used matched the exact match of the original scales. 
The psychological empowerment scale originally had four dimensions; in the current 
study only three dimensions were confirmed. The impact and self-determination 
collapsed to form a new dimension influence. On the other hand, service quality was 
split into two dimensions: employees' competence and employees' effectiveness. 
An overall evaluation of all the regression models presented through this chapter 
implied that the study model and the six developed hypotheses, that guided this 
model, are supported. Specifically, it demonstrates the importance of the 
empowerment construct in this study affecting service quality. However, the 
individual impact differences across regression models are worth emphasising: 
" Impact and competence were the most influential through all regression models. 
As table 6.30 has shown, these dimensions were significant with all other factors. 
On the other hand, meaning was the least influential through the regression models. 
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For instance, it was non-significant with recognition, pay, extra-role performance, 
continuance and normative commitment. 
" In job satisfaction, both pay and recognition dimensions were those that showed 
the most significant relationship with other variables. On the other hand, both 
customer and co-workers were the lesser contributors. 
" The three forms of commitment were tested with other variables; the statistical 
results indicated affective commitment was the strongest predictor for employees' 
behaviour and service quality. 
" Two significant paths, direct and indirect, between psychological empowerment 
and service quality, were found in this study. Even so, the indirect path has 
explained more variance in service quality. 
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CHAPTER SEVEN 
DISCUSSION OF FINDINGS 
7.0 INTRODUCTION 
This chapter discusses the results reported in chapter six. The discussion is organised 
around the key issues which were investigated in this study. This chapter has two 
sections. The first section explores the study's findings in light of the previous 
studies. The second section discusses the results of the model testing. 
7.1 DISCUSSIONS 
7.1.1 Psychological Empowerment in the Restaurant Industry (Dimensions and 
Consequences) 
This study investigated psychological empowerment in the hospitality industry. The 
12-item scale developed by Spreitzer (1995) was used for measuring the 
psychological empowerment of a sample of frontline employees in Jordanian 
restaurants. The scale, as it initially was developed, splits into four dimensions. These 
dimensions are: meaning, competence, self-determination and impact. The scale 
(Spreitzer, 1995) has been used by many previous studies through different western 
working contexts (e. g., the U. S. A. and the U. K. ) and has shown good reliability and 
validity outcomes. To validate the scale and its sub-components in the Jordanian 
working environment, a principle components factor analysis test was undertaken. A 
three-factor structure was obtained as a result of the analysis (see page 160). While 
the meaning and the competence dimensions matched the original scale, both the self- 
determination and impact scales/items collapsed to form a new dimension (influence). 
Indeed, the findings of this study matched previous studies that used Spreitzer's scale 
in the hospitality industry (Fulford and Enz, 1995; Hancer and George, 2003; 
Amenumey, 2007). 
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The three factor structure supported by this study as identified previously, shows that 
the psychological empowerment construct is highly influenced by the industry and 
working environment being investigated. For instance, most of the prior studies that 
used the scale in the manufacturing industry, where there is a clear division between 
departments, have confirmed the original four dimensions. The current study provides 
evidence to support findings of several studies reporting different factor structures for 
different occupational groups. In particular, the impact dimension appears confused 
regarding the hospitality employees' perception concerning their influence on their 
departments or organisations, even though in this study the impact items were 
modified to match the frontline employees' position. The results showed that the self- 
determination and impact scales have considerable commonality. Perhaps, as 
Boudrias et al. (2004) noticed, the impact dimension is sensitive to organisational 
position. In other words, it may be more critical for a manager than for a non-manager 
to perceive having some impact within his/her department to feel empowered. 
After examining the factor structure, the scores for psychological empowerment and 
the scores for the extracted dimensions were calculated for the study sample. The 
mean score of psychological empowerment was 5.04. The scores for the three 
dimensions of psychological empowerment were also calculated. The meaning 
dimension had a mean score of 5.13, the competence mean score was 5.23, and 
finally, the influence factor score was 4.90. As a result of the scores, it may be 
concluded that Jordanian restaurant workers exhibit a high level of overall 
psychological empowerment. Employees reported their work to be meaningful, that 
they were competent in doing their tasks, and that they had influence and control over 
their tasks and work related issues. As can be seen, the highest score was for 
competence, and the lowest one was the perception of influence. These results 
indicated that employees felt that how competent they were in doing their job and 
how meaningful their job for them was, were more positive than their ability to 
control and influence their jobs or work related issues. 
In this study, eight demographic factors were used to describe the study's sample. 
This includes employees' gender, age, nationality, job mode, educational background, 
educational level, experiences, and job tenure. To explore the affect of these factors 
on the psychological empowerment perception, a series oft-tests were conducted. The 
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results indicated that among all the demographic variables, the job mode and the 
educational level were the only variables to yield a significant impact on overall 
psychological empowerment. In line with Hancer and George (2003), this study found 
that full time employees perceived themselves as more psychologically empowered 
(5.11) than part time employees did (4.82). Likewise, in examining the educational 
level characteristic, it was found that those having a college or higher degree reported 
higher scores on overall empowerment (5.17) than did those with a secondary or 
lesser level of education (4.82). This result did not match Hancer and George's (2003) 
findings that the lesser educated employees reported higher levels of empowerment 
than the higher educated employees did. 
7.1.1.1 Exploring the Empowerment Dimensions 
9 Meaning 
Meaning refers to the fit between the requirements of the work role and an 
individual's beliefs, and values. Spreitzer et al. (1997) considered this dimension as 
the "engine" of empowerment, as without it an employee will not feel empowered. In 
this study a positive relationship between meaning and overall empowerment was 
reported by all employees. Significantly, the higher educated employees reported 
higher levels of meaning than those having lesser levels of education. These results 
are not consistent with Hancer and George's (2003) findings that indicated that the 
higher educated employees found their jobs less meaningful than the lesser educated 
employees did. 
The meaning dimension showed a different significant relationship with several 
behavioural and job attitudinal outcomes. Table 7.1 summarises the results of the 
regression analysis between the meaning dimension and the five job satisfaction 
facets, customer-oriented behaviour dimensions, and the three aspects of 
organisational commitment: 
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Table 7.1: Regression Summary 
(Meaning Dimension Consequences) 
Meaning 
Dependent B f, . Significant 
Recognition . 057 . 936 NS 
Customer . 183 1.67** S 
Co-workers . 150 2.47** S 
Supervision . 158 2.68** S 
Pay . 061 2.37 NS 
Extra-role Performance . 015 . 240 NS 
In-role Performance . 122 2.15** S 
Affective Commitment . 138 2.37** S 
Continuance Commitment . 098 1.51 NS 
Normative Commitment . 005 . 085 NS 
Existing research (Spreitzer, 1997; Liden et al., 2000) found a strong positive 
relationship between meaning and employees' overall job satisfaction. However, in 
the current study, by using a multidimensional measure, satisfaction with customers, 
co-workers and supervision were identified as significantly linked. On the other hand, 
as table 7.1 showed, recognition and satisfaction with pay were unrelated to the 
perception of meaning. This means the intrinsic job satisfaction facets were more 
predicted by meaning than the extrinsic job satisfaction aspects. Recall that meaning 
refers to the fit between the requirements of the work role and an individual's beliefs, 
and values. And since intrinsic job facets related to factors relating to doing the job 
itself rather others variables, it is logical to find such a relationship. Such employees 
may derive job satisfaction from the relationship with their colleagues, managers and 
customers rather than the rewards or pay satisfaction. Perhaps being an employee in a 
hospitality organisation, and sharing the norms and values that are created and shaped 
by the organisational members, are more important than other factors? 
It has been argued that the experience of meaningfulness enhances task performance 
and reduces psychological withdrawal behaviour among employees (Spreitzer, 1995; 
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Hackman and Oldham, 1980). In this study, in-role employees' service performance 
was found to be significantly related to the meaning dimension. This result is 
consistent with previous studies' findings (Fulford and Enz, 1995; Liden et al., 2000). 
This study also supports the findings of Fulford and Enz (1995) who reported that the 
meaning dimension was a critical empowerment element that explains employee 
service delivery performance. Perhaps one possible explanation of the current 
research findings is that in this study around 50% of the employees have a hospitality 
or management educational background. Accordingly, it was a logical matter that they 
showed a positive feeling toward their jobs. Furthermore, significantly, the higher 
educated employees reported higher levels of meaning than those having lesser 
degrees. Taking the above findings together means higher educated employees with a 
hospitality background in particular would feel that their jobs meet their occupational 
and personal objectives, and consequently they are able and willing to put in more 
effort in carrying out their tasks. In simple words, individuals who found their jobs 
fitting their values are better performers than lesser ones. 
As mentioned earlier, the meaning dimension reduces employees' withdrawal 
behaviour. Thomas and Velthouse (1990) indicated high degrees of meaning may 
result in commitment and involvement. As was anticipated, employees who reported 
higher levels of meaning regarding their jobs, also show a higher level of affective 
commitment towards their organisation and its objectives. This suggests the extent to 
which the job meets a person's expectation should be a potentially important 
influence on the employee's organisational commitment. The results, on the one hand, 
confirmed other studies that identified organisational commitment as a consequence 
of psychological empowerment (Kirkman and Rosen, 1999; Liden et al., 2000; 
Bhatnager, 2005). On the other hand, it did not match the recent Ching and Jang 
(2008) study in the hotel industry, that found none of the psychological empowerment 
dimensions are related to organisational commitment. 
9 Competence 
Competence is the feeling that one is capable of successfully performing a particular 
task or activity. It reflects the extent to which individuals perceive that they have the 
necessary knowledge, skills and ability to do their job well and cope with any 
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unexpected problems in their work (Lee, 2001). The high perception of competence is 
not surprising due to the nature of the controlling aspects of the frontline employees' 
job in the restaurant context. In this study, the highest mean score of the 
empowerment dimensions, was that for competence, indicating that most frontline 
employees in Jordanian restaurants are empowered by being highly competent in 
doing their jobs. It was also found that higher educated employees perceived 
themselves as more knowledgeable, competent and having mastered the necessary 
skills for their jobs (5.11) than those having secondary school or lesser educational 
levels (4.82). 
Table 7.2 presents the summary of the regression tests that were conducted between 
the competence dimension and job satisfaction, customer-oriented behaviour and 
organisational commitment dimensions. 
Table 7.2: Regression Summary 
(Competence Dimension Consequences) 
Competence 
Dependent B t Significant 
Recognition . 098 1.67* S 
Customer . 295 5.23 ** S 
Co-workers . 149 2.58** S 
Supervision . 193 3.24** S 
Pay . 210 4.59** S 
Extra-role Performance . 222 3.75** S 
In-role Performance . 321 5.93 ** S 
Affective Commitment . 255 4.59** S 
Continuance Commitment . 068 1.39 NS 
Normative Commitment . 293 5.09** S 
Contrary to the previous studies' findings (Fulford and Enz, 1995; Hartline and 
Ferrell, 1996; Ching and Jang, 2008), that there is no relationship between the 
perception of the competence dimension and job satisfaction, the results in the current 
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study showed that competent employees were more satisfied in their jobs than lesser 
ones. As presented in table 7.2, the study found significant relationships between the 
perception of the competence dimension and the five facets of job satisfaction. The 
strongest relationship of these was with the customer dimension. This means that 
employees who feel that they have the necessary skills to do their tasks, enjoy dealing 
with customers. Such employees derive job satisfaction from performing customer- 
oriented tasks. Similarly, employee perception of competence also reflects a 
significant positive relation with both dimensions of customer-oriented behaviour: in- 
role and extra-role performance. This implies that those who find they have the self- 
competence of doing the requisite job would definitely not only do the minimum 
requirements of performance, but would go beyond the listed job responsibilities to 
voluntarily help customers. This finding is consistent with Hartline and Ferrell (1996), 
Chebat and Kollias (2000) and Lee (2001), who found service employees' self- 
efficacy related to employees' performance and customer perceptions of service 
quality. The results of this study therefore not only indicated that employees' 
empowerment influences service performance directly, but that it also enhances their 
service behaviour indirectly through increasing their job satisfaction level. 
In addition to the above, the results in table 7.2 indicated that employees' perceptions 
of their own competence were significantly related to organisational commitment. 
However, this study expanded on the previous studies (e. g., Liden et al., 2000; Ching 
and Jang, 2008) by investigating the interaction between the competence dimension 
and the different components of employees' commitment - affective, normative and 
continuance commitment - rather than overall commitment. As table 7.2 presented, 
there is a significant positive relationship between competence and affective 
commitment. This is similar to previous study findings (Liden et al., 2000) that found 
a positive relationship between employees' competence and organisational 
commitment (affective commitment). On the other hand, the new interesting finding 
in this study is the significant relationship between the competence dimension and the 
normative commitment. This finding is consistent with Bhatnager's (2005) study that 
reported a significant positive relationship between psychological empowerment and 
normative commitment. One possible explanation for the above findings is that 
organisations that provide competence-enhancing experiences, in turn, promote 
affective and normative commitment. 
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9 Influence 
As discussed earlier, this study has confirmed the three factor structure of 
psychological empowerment in the Jordanian restaurants. This finding in general, and 
the emergent new dimension of influence, in particular, matches the previous studies 
that investigated the concept in the hospitality context (e. g., Fulford and Enz, 1995; 
Hancer and George, 2003; Amenumey, 2007). This study is not exceptional in 
relation to that. However, as the individual's perception of the influence dimension is 
based on freedom to choose which tasks to do and how to do them, as well as the 
ability to have influence over their organisation's issues, this dimension, not 
surprisingly, has the lowest score compared with the other empowerment components. 
The explanation of this might be because the nature of the frontline employees' job in 
the restaurant context revealed a limited decision and impact beyond their work area 
level. The second possible explanation, which is related to the context of the study, is 
that the nature of the Arab working context revealed a concentration of the important 
decisions being in the management's hands, and likely, that affects the perception of 
influence. 
Related to the above, the t-test results implied that the perceptions of full time 
employees as to their ability to influence their work area (4.98) are higher than part 
time employees (4.66). Indeed, this is similar to previous studies' findings (e. g., 
Fulford and Enz, 1995; Hancer and George, 2003; Amenumey, 2007). Furthermore, 
significantly, the higher educated employees reported higher levels of influence over 
their work than those having secondary school or lower education. Taken together, the 
differences of the perception of both competence and meaning dimensions between 
higher educated and lesser educated employees, also explain the findings in the 
influence dimension. Those employees see themselves as knowledgeable in their 
work, and doing jobs matching their values and objectives will make them feel more 
able to control their jobs. Another explanation might be that Jordanian restaurant 
managers trust the educated employees and fulltime workers more, and hence they 
give them more authority and freedom to do their jobs. 
Few studies have examined the relationship between the influence dimension and 
various outcomes such as performance, job satisfaction and organisational 
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commitment. Following the Fulford and Enz (1995) research efforts, this study can be 
considered only the second study that has empirically investigated the consequences 
of the influence dimension in the hospitality industry. However, despite the fact that 
most employees reported lower perceptions on the influence dimension, comparing 
with other empowerment dimensions, the regression results clearly indicated 
influence as the most critical aspect of empowerment that has the greatest impact on 
the three hypothesised outcomes in this study (see table 7.3). 
Table 7.3: Regression Summary 
(Influence Dimension Consequences) 
Influence 
Dependent 13 t Significant 
Recognition . 350 5.83** S 
Customer . 166 5.23** S 
Co-workers . 280 4.73 ** S 
Supervision . 283 4.89** S 
Pay . 280 4.58** S 
Extra-role Performance . 271 4.50** S 
In-role Performance . 269 4.83** S 
Affective Commitment . 262 4.58** S 
Continuance Commitment . 141 2.21 * S 
Normative Commitment . 267 4.52* * S 
The results presented in table 7.3 supported the findings of Fulford and Enz's (1995) 
study that indicated a positive relationship between the individual's perception of 
influence and satisfaction in their work. Unlike the Fulford and Enz (1995) study, in 
the current study, multiple job satisfaction facets were investigated rather overall job 
satisfaction. Therefore, this research makes a major contribution over their work in 
this particular area of investigation. As can be seen (see table 7.3), the influence 
dimension significantly predicted all job satisfaction facets with the recognition 
dimension as the most prominent. This means employees who perceive high levels of 
impact and control over their work area usually get more encouraging feedback and 
recognition than others. Management might evaluate and compensate their employees 
based on their effectiveness in doing their tasks, as well as the level of contribution 
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they might add to the restaurant's performance. Another interesting finding here, as 
well, is the strong relationship between influence and the customer as a job 
satisfaction component, when we compare this relationship with other empowerment 
dimensions. Perhaps employees who show high levels of adaptability and control over 
the service delivery process usually get positive feedback, tips, etc. from customers, 
and consequently that enhances their satisfaction when dealing with the restaurant's 
customers. 
It has been argued that empowered employees are better performers than less 
empowered workers. The statistical results in table 7.3 confirmed that. As can be 
seen, the influence dimension significantly predicted both of the customer-oriented 
behaviour dimensions. This means that employees who are able to influence their 
tasks and do have enough autonomy for doing so, are happier when dealing with 
customer-oriented tasks than others. Indeed, these findings are consistent with 
previous studies that found either, or both the self-determination and impact 
dimensions have a positive relationship with employees' performance (e. g., Spreitzer 
et al., 1997). Moreover, it corresponds well with the Fulford and Enz's (1995) study 
findings that showed a positive significant relationship between influence and 
employees' service delivery performance, though Fulford and Enz's (1995) was the 
only study that investigated such a relationship. 
The final outcome that relates to the influence dimension in this study concerns 
organisational commitment. To the best of the researcher's knowledge, this is the first 
study that has investigated this particular relationship. In this study, there was a 
significant and-positive relationship between the influence dimension and all three 
forms of organisational commitment, namely: affective, continuance and normative 
commitment. These are interesting findings, in that unlike the other empowerment 
dimensions - meaning and competence - which predicted normative and affective 
commitment only, the influence dimension explained additional variance in 
continuance commitment. The strong relationship between influence and affective 
commitment is consistent with the Kraimer et al. (1999) study that found a positive 
direct association between impact and affective commitment, and an indirect 
relationship with self-determination through the impact dimension. On the other hand, 
the positive significant relationship between the perception of influence and 
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continuance commitment implies that employees who perceived themselves more as 
contributors to, their restaurants, and have more responsibility as a result of their 
ability to control their jobs, may feel they have to remain with the current 
organisation. Indeed, by looking back into the positive relationship between the 
influence dimension and job satisfaction facets, it clearly supported the relationship. 
7.1.2 Consequences of Customer-oriented Behaviour 
The current study modified Bettencourt and Brown's (1997) scale to measure 
customer-oriented behaviour. Originally, the scale had three dimensions: extra-role 
performance, in-role performance and co-workers helping dimensions. Corresponding 
to this study's objectives, only the aspects related to customers were used. The scale 
was back translated from English into Arabic to fit the context of the study. As a 
result, some statements were changed significantly. Despite this, the results of the 
factor analysis showed that the ten items loaded onto two distinguishable dimensions, 
which matched the original scale structure. Furthermore, the estimated Cronbachs' 
alphas were 0.87 and 0.86 for the extra-role and in-role performance dimensions, 
respectively, and 0.89 for the overall scale. Therefore, the scale was considered 
reliable and valid. 
The t-test results indicated that there are significant variations in employees' 
perceptions of their service behaviour. Full time employees reported a higher level of 
customer-oriented behaviour (5.13) than part time employees (4.65). In the same 
pattern, they also felt they could provide the customer extra attention (5.29) than part 
time employees could (4.71). These results are in line with the Stamper and Dyne 
(2001) study's findings in the restaurant industry, which indicated a significant 
difference in employees' citizenship behaviour between part and full time workers. 
Likewise, employees with more working experience reported a higher level of 
customer orientation in their behaviours (5.40) than less experienced employees 
(5.05) did. Two alternative explanations of the above results will be discussed here. 
On the one hand, part time employees are less empowered than full time employees 
(see section 7.1), therefore they felt they had little opportunity to show discretionary 
behaviours. On the other hand, experienced employees have more knowledge in 
dealing with the customer than less experienced workers; they have definitely learnt 
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from past situations they have encountered through their career life, and so they are 
more confident in dealing with any problem or requests outside the normal that might 
face them. Perhaps less empowered employees and/or those with a lack of experience 
lead to increases in the role ambiguity perception among employees, therefore they do 
not yet have the capability or confidence to deal with a situation that needs more 
initiative from them. 
The results of the present study suggest that employees' service behaviour is likely to 
be one benefit of ensuring intrinsically motivated employees. Empowerment directly 
enhanced employees' perceptions of performance. These results correspond well with 
previous empirical studies (Lee et al., 2006; Ackfeldt and Wong, 2006; Peccei and 
Rosenthal, 2001). The interesting finding of this study that is worth emphasising is 
that all dimensions of psychological empowerment were positively related to 
employees' service behaviour. Contrary to Fulford and Enz's (1995) findings that 
competence did not relate significantly to employees' service delivery, this study 
found that meaning, competence and influence were all related to customer-oriented 
behaviour, with influence emerging as the strongest driver of service behaviour rather 
than the meaning dimension. This means empowered employees who feel that they 
have considerable autonomy in doing their job are able to enhance the customer 
experience during the service encounter. 
In this study, the hypothesised positive relationships between job attitudes and 
customer-oriented behaviour are significant. This finding is consistent with 
Bettencourt and Bowen's (2001) study in retail banking and with professional 
financial service employees, that job satisfaction and organisational commitment 
positively influenced customer-oriented behaviour. On the other hand, the study 
findings challenge previous studies (e. g. Bettencourt and Bowen, 1997; Ackfeldt and 
Wong, 2006) where neither job satisfaction and/or organisational commitment 
significantly impacted customer-oriented behaviour. This empirical finding here, 
therefore, adds to the empirical literature findings, but reinforces the theoretical 
arguments relating job attitudes to service behaviours and employees' performance 
(e. g., Meyer and Allen, 1991; Heskett et al., 1997; Lee, 2001). 
221 
K Odeh Chapter 7: Discussion of Findings 
Service marketing scholars agree that frontline employees' behaviour and attitudes 
towards customers are important in shaping customer perceptions of service quality 
(Bitner et al., 1990; Parasuraman et al., 1985). In this study, frontline employees' 
service behaviour was found to be significantly related to service quality. Both 
dimensions of customer-oriented behaviour, as reported by the employees, were 
related to service quality as evaluated by their supervisors. This means that the higher 
the level of customer-oriented behaviour the higher the level of service quality they 
can deliver to the customers. Indeed, the customer-oriented behaviour has explained 
more variance in service quality than employees' job attitudes (job satisfaction and 
organisational commitment) did. This supports the assertion that the extra-role 
customer service can often delight the customer by providing "extra attention" and 
"spontaneous exceptional service" (Bitner et al., 1990). However, as there was a 
significant difference between some groups of employees concerning customer- 
oriented behaviour perceptions, the study findings raise two key issues for managers 
and researchers alike. From the management stand point, recruitment and selection 
efforts that focus on individuals who have more of a customer orientation should lead 
to higher service quality. For hospitality researchers, an empirical examination of the 
effects of the employee's characteristics, in particular service readiness, on 
employees' service behaviour, will help in better understanding the significant 
differences obtained in this study. Even though the experience and job mode provide 
the explanation, it is not enough to generalise the results. 
7.1.3 Consequences of Job Satisfaction 
In this study, job satisfaction was viewed as a multidimensional construct. The five 
facets of job satisfaction were: recognition, supervision, customer, co-workers and 
pay satisfaction. Apart from the customer dimension, which was adapted from 
Churchill et al. (1974), all others factors were taken from the Spector (1997) scale. To 
validate the adapted scales, an exploratory factor analysis was conducted. While the 
outcomes confirmed Spector's scales without any modifications or overlaps, one item 
of Churchill et al. 's was deleted. Moreover, the range of scale reliability results 
ranged from 0.67 for the customer dimension to 0.84 for both the recognition and 
supervision dimensions. Hence, these results indicated the translated scales can be 
considered within acceptable validity and reliability boundaries. 
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The t-test results implied that out of the eight demographic characteristics used in this 
study, only nationality and job mode significantly influenced employees' satisfaction 
levels along two of the dimensions, namely: pay and supervision. Significantly, 
Jordanian employees were more satisfied with their payments (4.52) than non- 
Jordanian employees (4.19). Likewise, fulltime employees reported a higher level of 
satisfaction with their pay (5.09) than part time workers (4.80) did. Concerning the 
supervision dimension, part time employees showed a low level of satisfaction with 
their supervisors (4.88) compared with the perception of full time employees (5.24). 
The benefits of job satisfaction as they relate to service quality are gaining new 
attention. The findings of this study revealed that job satisfaction is one of the 
important determinants of employees' performance in the restaurant industry. This 
finding is consistent with the service profit chain model (Heskett et al. 1997), which 
suggests that the firm's customer satisfaction is obtained from employees' 
performance that is derived from satisfied employees. This result, however, was 
expected, but an interesting finding in this study emerged that might be added to the 
long standing streams of research in this particular area. Unlike previous works that 
related overall job satisfaction to employees' performance and service quality, this 
research attempted to explore the relative importance of several job satisfaction facets 
in affecting service quality. By so doing, the results of this study will help both 
researchers and practitioners in the hospitality industry with a better understanding of 
which factors can improve employees' service delivery performance. 
Regarding the relationship between job satisfaction facets and customer-oriented 
behaviour dimensions, only satisfaction with the customer was found to be not 
significantly related to extra-role performance. Despite this, it was significantly 
related to in-role performance. This suggests service behaviour is part of the 
employee's job, thus they have to display this behaviour whether they are happy or 
unhappy with the restaurant's customers. On the other hand, the non-significant 
relationship with extra-role performance stands for the fact that as extra-role 
performance is not a formal task requirement, employees do not have to display this 
behaviour unless they have the willingness to do so. However, apart from the 
customer dimension, the findings of this study are consistent with Hoffman and 
Ingram's study (1992), that found satisfaction with co-workers and supervision were 
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related to customer-oriented behaviour; but there is a difference in the pay dimension, 
which was significant in this study. 
In line with previous studies (Hartline and Ferrell, 1996; Yoon et al., 2001; Snipes et 
al., 2005), employee job satisfaction was strongly related to service quality. In this 
study, however, job satisfaction refers to employees' attitudinal evaluation of multiple 
job facets. While intrinsic job facets have to deal with the psychological rewards 
employees gained from doing their jobs, extrinsic job satisfaction has to do with 
rewards one gets from jobs, such as pay and bonuses. Certain job satisfaction facets 
significantly predicted service quality more so than others. Contrary to Snipes et al. 's 
2005 findings, the only study that related job satisfaction facets to service quality, this 
study found extrinsic job satisfaction facets have more influence on service quality 
than intrinsic facets. This suggests that although intrinsic factors are important to 
motivate employees, they are not enough to keep service employees at their best all 
the time. As this study has found, satisfaction with pay and recognition have 
significantly related to the supervisor's rating of employees' service quality 
performance. Hence, it might be that with extrinsic motivation (rewards, tips, etc. ) 
employees do look for better ways to serve customers. 
Another interesting finding of this study is the significance of the facets dealing with 
"supervision" with service quality. The results here suggest that employees who are 
more satisfied with their supervisor's interactions are more likely to provide higher 
service quality. Previous work has showed that leadership behaviour, management 
support, and management commitment to service quality can influence employees' 
performance and customer perception of service quality (e. g., Babakus et at., 2003). It 
might be that managers in Jordanian restaurants display such behaviours and/or 
encourage their followers to serve the restaurant's customers in the best way. 
Employees who are inspired by their supervisors are more satisfied in their work and, 
consequently, this will be reflected in their behaviour and performance toward the 
customer. 
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7.1.4 Consequences of Organisational Commitment 
In this study organisational commitment was viewed as a multidimensional construct. 
These forms of commitment included affective commitment, continuance 
commitment and normative commitment. Consistent with Meyer and Allen's (1991) 
findings, the results of the factor analysis produced three distinguishable variables. 
However, the items loading onto each dimension showed a little deviation from the 
original Meyer and Allen's (1991) scales. Item number six of affective commitment 
did not load significantly, and hence it was deleted from further analysis. In the 
continuance commitment, three of the original items were loaded on this dimension in 
addition to item number 6 of the normative commitment scale. Finally, three out of 
the six original items were loaded on the normative commitment scale. Nonetheless, 
the findings of this study are not exceptional. These results are consistent with 
previous studies that used Meyer and Allen's scale in both the western and the non- 
western working context (e. g., Suliman and Iles, 1999; Malhorta and Mukherjee, 
2003). Indeed, many studies showed inconsistent results regarding the numbers of 
items loading, as well as the factors extracted. For instance, in the Jordanian working 
context, while Harahsha and Bashabsha, (2006) confirmed the three structural factors 
without overlapped or deleted items, Suliman and Iles's (2000) study extracted 
affective and continuance commitment, but failed to confirm the normative 
commitment. 
As anticipated in hypotheses 6a and 6b, there was a significant and positive 
relationship between the three forms of organisational commitment and customer- 
oriented behaviour and service quality, respectively. Yet the relative contribution of 
each dimension in affecting employees' performance was not the same. The results 
revealed that affective commitment was the strongest contributor in this relationship. 
These results correspond well with the findings of the previous studies (e. g., Malhorta 
and Mukherjee, 2004). One possible explanation for this strong relationship appears 
rather simple and straightforward. Recall that affective commitment was defined as an 
"employee's emotional attachment to, identification with, and involvement in, the 
organisation" (Meyer and Allen, 1991, p. 67). It may very well be that an individual 
becomes so emotionally attached and involved with an organisation, that s/he 
willingly assists other individuals with organisationally relevant tasks or problems 
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because that action is perceived as contributing to organisational goals and values. 
Customers are a critical part of the hospitality organisations; and by performing 
actions which immediately benefit these individuals, the employee perceives that s/he 
is also benefiting the organisation. 
Contrary to the expectations that there is no relationship or a negative relationship 
between continuance commitment and employees' performance, this study found a 
positive significant relationship. This was somewhat surprising, given the previous 
findings by Meyer et al. (1990) that did not find a significant relationship or a 
negative relationship (Allen and Meyer, 1993) between continuance commitment and 
employee performance. Recall that continuance commitment was defined as "An 
awareness of the costs associated with leaving the organisation" (Meyer and Allen, 
1991, p. 67). It was predicted that those individuals who do not have the desire to 
remain, will have a poorer performance than those who like to remain in their current 
job. Consequently, as Allen and Meyer (1993) reported, a clear negative or no 
relationship between continuance commitment and performance develops for those 
individuals. On the other hand, individuals who experience continuance commitment 
may react in a different manner. They may feel they are an important part of their 
organisation, they hence should engage in behaviours and performance that benefits 
their organisations. This may be exactly what happens in this study. Therefore, a 
positive relationship was found. However, this result is also consistent with another 
recent Malhorta and Mukherjee (2004) study. 
With regard to normative commitment, this study supports the supposition that 
employee normative commitment is related to both customer-oriented behaviour and 
service quality. These results are contrary to Malhorta and Mukherjee's (2004) 
findings, but in line with Meyer et al. 's (1993) study that found a weak positive 
relationship between normative commitment and employees' performance. Definitely, 
unlike the other commitment dimensions that predicted all service quality and 
customer-oriented behaviour dimensions, normative commitment was significant only 
with extra-role performance and employees' effectiveness as dimensions of customer- 
oriented behaviour and service quality, respectively. Perhaps this result can be 
justified in light of understanding the nature of normative commitment. According to 
Meyer and Allen (1991), normative commitment refers to the employee's feelings of 
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obligation to stay with the organisation. It develops due to the internalisation of 
organisational commitment norms prior to joining the organisation (familial and 
cultural socialisation) or following entry into the organisation (organisational 
socialisation) (Wiener, 1982). Following from this, the significant relationship 
between normative commitment and employee's performance may best be explained 
by suggesting these individuals engage in behaviour that relates to the benefit of their 
organisations, simply because they believe it is the correct and the moral thing to do. 
7.2 MODEL TESTING (Psychological Empowerment and Service Quality) 
To this end, the discussion of the results in the previous sections indicated that the 
study's findings at the dimensional level largely matched the existing literature. In 
this section, the results of the developed model testing are presented at the aggregate 
level rather than at the dimensional level. As presented in the first section, the main 
aim of this study was to investigate the relationship between psychological 
empowerment and service quality. Therefore, this study was conducted with service 
quality as the dependent variable, psychological empowerment as the independent 
variable, and job satisfaction, customer-oriented behaviour and organisational 
commitment as the mediator variables; as the conceptual model below shows: 
Figure 7.1: The Conceptual Framework 
Independent Mediating Dependent 
................................................................................................. ti 
Job 
Satisfaction 
Psychological Customer - Service Empowerment Oriented Quality 
Behaviour 
Organisational 
Commitment 
Source: The Researcher 
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Consistent with previous empirical studies' findings, psychological empowerment has 
a positive association with employees' job attitudes. The results of the regression 
analysis provide support for the significant effects of psychological empowerment on 
frontline employees' job satisfaction level and organisational commitment. In this 
study, however, psychological empowerment has a greater effect on job satisfaction 
(R2 = 0.401, F= 187.175, p<0.000) than on organisational commitment (R2 = 0.231, 
F= 78.34, p<0.000). This result is also supported by the weak relationship between 
job satisfaction and organisational commitment. A general explanation of this result is 
that both empowerment and job satisfaction reflect the employees' feelings toward the 
job itself, while organisational commitment assesses employees' feelings toward the 
organisation overall. This means that an employee who feels that they are empowered 
in their job is more satisfied with their current job itself, but this is not a necessary 
condition to increase the level of commitment toward the organisation they are 
working for. Indeed, this is also supported by the mean of continuance commitment 
which was 4.4, indicating clearly that the employee would desire to leave their 
organisation if they got a better offer. However, another explanation concerns the 
study context itself, the nature of the job market and the high unemployment rate in 
Jordan, which forces employees to keep working with their current employers. In 
other words, frontline employees do not have many other job options. 
Employees' job attitudes, job satisfaction and organisational commitment, were 
shown to have a positive association with both service quality and employee 
performance. The study's findings reinforced the theoretical and other empirical 
findings in this particular area (Schlesinger and Zornistky, 1991; Heskett et al., 1997; 
Babakus et al., 2003; Malhotra and Mukherjee, 2004). For instance, the service profit 
chain model (Heskett et al., 1994) proposed that job satisfaction is a major factor that 
affects employee performance, and consequently customer satisfaction. However, 
contrary to Babakus et al. 's (2003) study findings, which indicated that employees' 
commitment influenced employee performance more than job satisfaction, the study's 
findings indicated that job satisfaction had a greater influence on employees' 
performance than their commitment. 
The path between empowerment and customer-oriented behaviour was positive and 
significant. This means that frontline employees who feel they have enough autonomy 
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and influence over what is going on in their working area, are able to respond to and 
satisfy customers' needs better than less empowered employees. This finding is also 
supported by both the theoretical arguments suggested by Bowen and Lawler (1995) 
and the empirical findings of Peccei and Rosenthal's (2001) study. On the other hand, 
customer-oriented behaviour has explained a greater variance in service quality than 
in employees' job attitudes. This result corresponds well with the service encounter 
literature arguments. As Bitner et al. (1990) argue, customers are more satisfied with 
the service encounter when employees adapt their behaviour to customer needs and 
requests, and show unprompted and unsolicited actions. 
Contrary to previous studies that failed to find a significant relationship between 
employee empowerment and service quality, this study's results supported both a 
direct and an indirect relationship. One possible explanation of these results is that 
previous studies had captured the manager's perception of employee empowerment 
rather than those of the employees themselves. Indeed, these findings are justifiable in 
the light of the current debate in the literature concerning this relationship. The direct 
relationship is consistent with Goodale et al. 's (1997) study; which is the only study 
to investigate a direct relationship. On the other hand, the indirect relationship through 
employee's job satisfaction is consistent with other studies' findings (e. g. Snipes et 
al., 2005). One of the major contributions of the current study is to have tested the 
mediating variables - customer-oriented behaviour and organisational commitment - 
between psychological empowerment and service quality. To the best of the 
researcher's knowledge, none of the previous studies have examined the 
interrelationships between these constructs in a single study. As was anticipated, the 
three paths fully mediated the relationship between empowerment and service quality. 
However, although the direct path has a significant relationship (R2 = 0.309, F= 
126.347, p< . 000), the 
indirect path has explained more variance in service quality 
(R2 = 0.585, F= 93.815, p <. 000). 
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CHAPTER EIGHT 
SUMMARY, IMPLICATIONS AND 
RECOMMENDATIONS 
8.0 INTRODUCTION 
This chapter presents a summary of the whole thesis and its implications. It begins 
with a summary of the research chapters, this is followed by a discussion of the 
research objectives and how they were achieved. The theoretical and managerial 
implications of the research are presented, subsequently, in sections three and four. 
Finally, this chapter is ended by presenting the study's major contributions, 
limitations and directions for future research areas. 
8.1 SUMMARY OF THE THESIS 
The structure of this thesis is divided into four parts presented over eight chapters. 
The first part provides the background of the study, the second part deals with the 
literature review over two chapters. Then, the context of the study and the 
methodology that guided this study are presented in the third part of the thesis. The 
analysis of collected data and the discussion of the study's findings and conclusions 
are displayed in the final part. 
Chapter One represents an introductory chapter of the research. It starts with the 
study's background, the research question, the aim of the study, as well as its 
objectives. The aim of the study was to answer the main research question presented 
in chapter one: 
Does frontline employees' empowerment have a positive impact on service quality 
in the restaurant industry? 
Chapter Two introduces the service context and how it is different from 
manufacturing and goods. The four main features of service are presented with a 
discussion for its implications on the service organisations' functions. This is 
followed by a discussion of the quality definitions, service quality models and 
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measurements. Additionally, the aim of this chapter was to understand the importance 
of the frontline employee-customer relationship (service encounter). Related to this, 
the final section of this chapter discussed two main approaches for managing the 
service encounter (production line vs. employee empowerment). And finally, a 
conclusion is presented at the end of this chapter. 
Chapter Three discusses the theory of empowerment. It presented a historical 
background of the empowerment concept and its different definitions through several 
contexts. Then, a discussion for the two main theoretical perspectives of 
empowerment is presented. This includes the structural theory of empowerment and 
the role of the organisation and its representative's (managers) in empowering 
employees. The second perspective, psychological empowerment, is presented along 
its dimensions. The chapter moves on to present the consequences of empowerment in 
terms of employees' behaviour and effectiveness. The Service Profit Chain model was 
then discussed with some related literature to give support for the developed 
conceptual model in this study. A summary of the empowerment literature was also 
displayed in table 3.1, which indicated the gap in the literature. Then, the final section 
has the chapter conclusion. 
Chapter four presents a brief discussion for the context of the study. A brief 
discussion for Jordan's economy and the importance of the tourism sector in Jordan 
are presented in the first two sections. Then, the Jordanian hospitality sector is 
presented with emphasis on the restaurant industry. This is followed by a discussion 
on some related literature to this study that was conducted in Jordan. 
Chapter Five describes the underlying methodology followed in this study. In the 
first section the research philosophy is discussed. Then, the research objectives are 
displayed. The third section of this chapter presented the developed conceptual 
framework and the hypotheses derived from it. The detailed steps of research design, 
including the sample design, data collection methods, questionnaire development and 
scale validity and reliability are covered. The final section highlighted analytical data 
methods. 
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Chapter Six presents the findings of the empirical study. The first section deals with 
profile respondents in terms of their demographic characteristics (e. g., gender, age, 
experiences, etc. ). The second section reports the findings of the exploratory factor 
analysis. This is followed by the reliability analysis results for the used scales in this 
study. Section four examines the normality of the study's constructs. Subsequently, 
correlation analysis identifies the relationships among the study constructs and this is 
discussed. The sixth section covers a series of regression analyses that investigated 
the developed hypotheses, as well as the study's model. And finally, the results of t- 
tests are covered. 
Chapter Seven discusses the key research findings in light of the previous empirical 
and theoretical related literature. 
Based on the results discussed in chapters six and seven, the current chapter displays 
the implications of the research findings for theory and practice, the study's major 
contributions, limitations and recommendations for future research, as well as a 
discussion on the final conclusions. 
8.2 ACHEIVEING THE STUDY'S OBJECTIVES 
The main objective of the study was to test a model that identifies the relationship 
between psychological empowerment and perceived service quality in the Jordanian 
restaurant industry. This objective was achieved through two stages. First, based on 
the literature review, the study's model was developed. The model suggested that the 
relationship between psychological empowerment and service quality is mediated by 
employees' job attitudes (job satisfaction and organisational commitment) and 
employees' behaviour (customer-oriented behaviour). To test this model, the second 
stage implied the collection of empirical data. To do so, two separate questionnaires 
were developed and back translated into Arabic. The data were collected from a 
sample of employees in the Jordanian restaurants and their direct supervisors over two 
months of July and August 2007. Based on the statistical results, the effects of 
psychological empowerment on service quality take two paths, directly and indirectly, 
through three intermediate variables: job satisfaction, customer-oriented behaviour 
and organisational commitment. Despite this, the indirect path has explained greater 
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variance in the service quality. This means a high perception of empowerment does 
not necessarily lead to a high level of service quality, unless this perception of 
empowerment, along with a higher perception of job satisfaction, customer-oriented 
behaviour, as well as a higher level of commitment, lead to a higher level of service 
quality. In other words, the study's findings reflect the high association between job 
attitudes and employees' behaviour with service quality. These findings confirmed the 
core issue of the service profit chain, as well as the arguments of the service 
encounter. Following from this, the developed study model empirically supported 
this. 
The second objective was to measure employees' psychological empowerment in 
Jordanian restaurants. For this objective a scale developed by Spreitzer (1995) was 
used. The 12 item scale was initially developed to measure four dimensions: meaning, 
competence, self-determination and impact. The results of the factor and reliability 
analysis indicated that the Arabic version of the Spreitzer (1995) scale worked in the 
Jordanian restaurant environment. The findings indicated that the meaning and 
competence dimensions match the original scale without overlaps or deleting of items. 
One the other hand, a new dimension "influence" has emerged. However, this result 
corresponds well with the hospitality literature findings. After that, employees' 
perceptions of psychological empowerment overall, and the extracted factors, were 
examined. In general, the sampled employees perceived themselves as being highly 
psychologically empowered. At the dimensional level, while the results indicated 
most employees have a high perception of their ability to do their jobs (competence), 
and doing jobs that meet their own beliefs and objectives (meaning), their perceptions 
of having the ability to influence job outcomes is relatively low. Finally, the t-test 
analyses indicated some demographic factors (e. g., job mode and educational level) 
significantly influenced employees' perceptions concerning psychological 
empowerment overall, and its dimensions (see page 206). 
The third objective of this study was to measure employees' job satisfaction. To do 
so, a multidimensional scale, developed by Spector (1997) and Cherchile et al. (1974), 
was adapted. The scale has five dimensions: recognition, co-workers, supervision, 
customer and pay satisfaction. Apart from the customer dimension, all item loadings 
matched the original scales. In this study, employees perceived themselves as being 
233 
KOdeh Chapter 8: Summary, Implications and Recommendations 
highly satisfied in their current jobs. Regarding the perceptions of the job satisfaction 
facets, employees reported a lower level of satisfaction on the pay dimension, 
compared with the perception of satisfaction with the restaurant customers' facet, 
which was the highest. Further analysis was undertaken to examine the impact of 
some demographic factors on employees' job satisfaction perceptions. The t-test 
results showed a significant impact of employees' job mode and nationality on pay, 
recognition of perceptions and overall job satisfaction evaluation (see page 206). 
Measuring employees' organisational commitment was the fourth objective in this 
study. To achieve this, organisational commitment, as conceptualised by Allen and 
Meyer (1990), was used. The three forms of organisational commitment - affective, 
continuance and normative commitment - were examined in this study. The scale 
initially had 18 items, however, the results of this study confirmed the three 
dimensions, but with 12 items rather than 18 items. Three items of normative 
commitment and one of the affective commitment, as well as two of the continuance 
scale were deleted. In general, employees perceived themselves as being highly 
committed to their restaurants. They reported a high level of perception for affective 
commitment, followed by normative commitment, and finally continuance 
commitment, which was the lowest. Regarding the t-test outcomes, none of the eight 
demographic factors has yielded a significant impact on employees' perceptions 
concerning the level of organisational commitment, as well as the three forms of 
commitment. 
The fifth objective was to measure employees' customer-oriented behaviour. The ten 
scale item developed by Bettencourt and Brown (1997) was used for this purpose. The 
scale measured two aspects of employees' service performance: extra-role 
performance and in-role performance. However, despite the fact that this scale was 
translated for the first time into Arabic, in this study, the structure of the items and its 
loading matched the original scale. Employees perceived themselves as having a 
higher level of orientation in their behaviour toward the customers. Furthermore, the 
calculated mean scores of the sampled employees reflect a high level of perception for 
the in-role performance, more so than for the extra-role performance. Full time 
employees and employees with more working experience reported higher levels of 
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customer orientation in their behaviour than part time and less experienced employees 
did (see page 206). 
The final objective was to determine through which path - employee job attitudes (job 
satisfaction and organisational commitment) or (employees' behaviour) - 
psychological empowerment influences service quality. The results indicated that the 
path through employees' behaviour influences service quality more than job attitudes 
(job satisfaction and organisational commitment). This finding supports the arguments 
of both empowerment and service encounter literature. On the one hand it has been 
argued, by many researchers (e. g., Bowen and Lawler, 1995), that highly empowered 
employees are more able to adapt their behaviour to meet customers' needs than 
lesser empowered employees are. This also supports the direct relationship between 
psychological empowerment and service quality discussed earlier. On the other hand, 
both service encounter and marketing scholars found frontline employees' 
adaptability and responsiveness to be critical factors in enhancing customers' 
satisfaction and perception of service quality. However, this is not to claim that 
employees' job attitudes are not important in the study's model, but the results here 
emphasised the critical role of employees' behaviour in the hospitality encounter. 
Perhaps unlike employees' behaviour, changing employees' job attitudes, which is an 
internal feeling, and its influence on customer satisfaction, takes longer time and is 
more difficult to recognize. 
8.3 THEORETICAL IMPLICATIONS 
The theoretical underpinnings of this study are based on the literature from the service 
marketing discipline, in addition to the organisational behaviour literature. Service 
marketing literature began to recognise the importance of service and its salient 
characteristics distinguishing it from products; intangibility, inseparability, 
heterogeneity, and perishability. This led this study to underscore the key role played 
by customer-contact employees in improving the service delivery. This also 
highlighted the significance of managing employees in the restaurant sector. 
Improving employees' performance has been viewed through improving work design, 
motivating and satisfying the customer-contact employees. Consequently, based on 
two theoretical models - the service profit chain model and Bowen and Lawler's 
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work - this study developed its model that integrated the above mentioned disciplines. 
Such literature has guided this study in building an integrated model relating 
psychological empowerment, job satisfaction, organisational commitment and 
customer-oriented behaviour to service quality. 
This study has, as a main contribution for empowerment theory, the Spreitzer (1995) 
scale in a non-western working context. To the best of the researcher's knowledge, 
this is the first research effort that attempts to translate the scale into the Arabic 
language. However, the consistency of the current study outcomes with the hospitality 
literature gives more validity to the translated scale as a tool that can be used in future 
research. Moreover, it also supported the generalisability of the three factors of the 
psychological empowerment construct in a non-western environment. Accordingly, 
the translated scale will help other researchers in developing countries to do more 
research concerning psychological empowerment, and to validate and expand the 
theory of empowerment. In particular, studies that test the translated scale in non- 
service contexts and/or from a managerial perspective, can verify the four factor 
structure of the construct as originally developed by Spreitzer (1995). 
Concerning the relationship between empowerment dimensions and employees' job 
attitudes and performance, the results indicated that several outcomes are related 
differentially to one or more dimensions. These findings have two important 
implications for empowerment theory. The first point is that employees' 
empowerment is not just a fad, and it really is a concept worth emphasising. The 
significant impact of the dimensions of empowerment on several outcomes verifies 
the theoretical arguments concerning the benefits of employees' empowerment, as 
suggested by many researchers (e. g., Bowen and Lawler, 1992; Thomas and 
Veithouse, 1990), as well as added new potential outcomes that have not been 
investigated previously, in particular, the three forms of organisational commitment. 
The second related point is that the study's findings might question the empowerment 
literature that conceptualised or saw empowerment as a one-dimensional construct 
manifested only either by decision authority delegation (Klidas, 2001) or self-efficacy 
(Conger and Kanungo, 1988) rather than as a multidimensional one. Therefore, the 
current study findings not only supported the multidimensional perspective of the 
empowerment construct (e. g. Spreitzer, 1995; Thomas and Velthouse, 1990), but also, 
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and more importantly, validated and confirmed the three factorisation of the construct 
in the hospitality literature, and the new dimension of influence in particular. 
This study highlights the importance of examining service encounters from a variety 
of perspectives and positions. Earlier research has over-emphasised insights into 
service quality and satisfaction when gauged from the perspective of the consumer 
(Grönroos, 1984; Parasuraman et al., 1985) and also has provided recently valuable 
insights from frontline employees (e. g., Hartline and Ferrell, 1996). However, these 
foci have neglected the management and their particular viewpoint of service 
encounters and service quality. This is not to claim that the views of managers are 
more significant than those of employees or customers, but rather suggests that 
service involves multiple participants, each of whom may well emphasise different 
aspects of encounters and interaction. Over-concentrating on the interpretations and 
emphases of a particular category of participant (such as customers, employees or 
managers) may well lead to a biased or incomplete understanding of this 
phenomenon. Therefore, in this study, the management-employees dyad perspective 
not only achieved the mentioned objectives, but, from a methodological view point, 
gives the results of this study more validity. 
Related to the previous discussion, a scale for measuring manager's perceptions of 
employee's service quality was developed in this study. The scale was validated based 
on the manager's perceptions of an employee's performance in the service encounter. 
Initially, the developed scale and the adapted Ekinci's (2008) scale were proposed to 
measure only aspects related to employees' behaviour, and hence it was expected to 
be loaded into one single dimension. Unexpectedly, the factor analysis introduced two 
distinguishable dimensions. Indeed, the emerging of the new dimension, employees' 
effectiveness, clearly supported the above discussion, in that the service encounter 
must be viewed from more than one perspective. The results implied that managers 
perceived the employee-customer interaction from different angles. 
This study adds further support to the claim that the behaviours of frontline staff 
members are critical to successful performance and customer perceptions of service 
quality. However, although existing studies focus on the extent to which service staff 
members affect service delivery (Bitner et al., 1994) the current study emphasises, in 
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addition, the antecedents of certain service behaviours. In particular, consistent with 
the suggestions of a number of theories of empowerment and job attitude-behaviour 
(Bowen and Lawler, 1992; Heskett et al., 1997), evidence emerged that service staff 
members who experienced feelings of psychological empowerment showed a high 
level of service delivery. Thus, from the theoretical perspective, empowering frontline 
employees not only is positive for the employee's well being, but it is also reflected 
into customer-employee interactions. Not only does this highlight that customer- 
oriented behaviour has various outcomes, but also that successful service delivery is 
likely to require a delicate balance between firms, customers and employees' needs. 
The results of this study support the general organisational commitment theory 
arguments in that highly loyal and committed employees are better performers than 
other workers. However, the theoretical implication of this study for the 
organisational commitment literature is that not all types of employees' commitment 
benefit the organisations. Also, the study found a positive relationship between the 
three commitments and customer-oriented behaviour and service quality. The results 
showed affective commitment has more contribution in affecting service employees' 
performance than continuance and normative commitment did. This means frontline 
employees who value organisational goals and identify with the organisation 
(affective) are likely to perform better than the employees who want to stay out of an 
obligation (normative) or because of the need to remain (continuance). 
8.4 MANAGERIAL IMPLICATIONS 
The findings of this study provide managers in the hospitality industry with insights 
into the formation of employees' psychological empowerment, and with some 
guidelines for managing employees to draw out positive attitudinal and behavioural 
responses. The results of this study reveal that psychological empowerment has a 
strong influence on employees' job satisfaction, commitment and performance. Based 
on this, several managerial implications are presented. 
The results of this study show that empowering frontline employees is a powerful 
strategy that improves service quality in the restaurant industry. Bitner et al. (1990) 
argue that customers are more satisfied with the service when employees possess the 
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ability, willingness, and competence to deal with their requirements. Based on the 
study's findings, influence and competence are significantly the most important 
factors leading to employees' performance. Therefore, it is important that 
management understands the need to implement empowering practices that lead to 
higher levels of employee autonomy and competence inside their restaurants. This can 
be through creating a working environment where management expresses confidence 
and trust in employees, through delegation of decision making authority and 
discretion over tasks. Furthermore, designing different training and development 
programs that lead to improving employees' knowledge and skills to perform their 
tasks are fundamental. 
The findings of this study suggest that it is imperative that managers identify those 
employees with low levels of empowerment and engage in activities designed to raise 
their levels of empowerment. In this study, part time employees and less educated 
workers perceived themselves as having a lower level of empowerment and its sub- 
dimensions. Despite this, there was no significant difference in terms their level of job 
satisfaction and commitment to their organisations. Hence, restaurant managers must 
find ways to enhance the feeling of empowerment among those particular groups of 
employees. This, in turn, will lead to more effective employee-customers interactions. 
The significant relationship between the influence dimension and continuance 
commitment on one hand, and the weakness of this relationship with pay satisfaction 
on the other hand, has an important implication for managers. This is, as more 
responsibility is added to the employees, as a result of empowerment, a reward system 
that meets this extra responsibility is important to gain the benefits of empowerment. 
In other words, if management look to keep their empowered employees, a good 
compensation system must be designed to match the employee's needs. 
Satisfied employees are a valuable resource for service firms. Hence, management 
must ensure that employees are satisfied with their work at all the times. The results 
of the current study showed that extrinsic job satisfaction is more important than 
intrinsic job satisfaction in determining an employee's service behaviour and quality 
of this behaviour. The findings in this study also indicated employees were less 
satisfied with their pay level and recognition. Hence, Jordanian restaurant managers 
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must reconsider their pay policy and pay levels. Also, a positive comment that 
reinforces good performance is recommended. 
Employees' loyalty and commitment seems to be one of the important determinants of 
an employee's service performance. More specifically, the affective commitment is 
the major contributor in enhancing the quality of service delivery. Hence, managers 
must concentrate their efforts on aligning the employee's goals with the 
organisation's objectives. This can be through involving frontline employees with 
different organisational decisions in general, and quality improvement issues, in 
particular. This in turn, will lead employees to feel they are an important part of the 
organisation, and consequently will enhance their commitment for the organisation 
itself and its objectives. 
Management needs to encourage and train their employees to display discretion in 
their behaviour. This can be done through building an organisational service culture 
that helps and motivates employees to display this kind of behaviour. Hartline et al. 's 
(2000) study suggested a behaviour based evaluation as one of the important 
strategies that ensures employees display the right behaviour during any single 
encounter. For instance, Jordanian restaurant managers can link employee rewards 
and promotions with their behavioural evaluations. Moreover, the recruitment and 
selection efforts must help in selecting employees whom have a customer orientation 
personality. 
8.5 SUMMARY OF CONTRIBUTIONS 
Before discussing the study limitations, it is worth going through the study's major 
findings that contribute to existing knowledge as outlined below: 
Scale and Measurement Contribution 
9 The psychological empowerment scale was translated to Arabic, and validated 
for the first time in a non-western working context. 
9A three factor solution was extracted in this study rather four dimensions, and 
these factors were: meaning, competence and influence. 
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"A new scale for measuring the manager's perception of service quality was 
developed and tested. 
Psychological Empowerment Outcomes 
" The new emerged dimension, influence, has the greater influence on service 
delivery and employees' job attitudes. 
" Psychological empowerment influences service quality directly and indirectly 
through employees' attitudes and behaviour. 
" Psychological empowerment influences employees' job satisfaction and 
organisational commitment. 
" Psychological empowerment predicted employees' job satisfaction more than 
organisational commitment. 
" Psychological empowerment and employees' job attitudes influence service 
delivery effectiveness. 
Antecedents of Service Quality 
"A dyad of employees-supervisors data were collected and tested. Employees' 
service quality was evaluated by their supervisors, then the data was 
aggregated with the employee's perception of psychological empowerment, 
job satisfaction, customer-oriented behaviour and organisational commitment. 
" Job satisfaction influences service quality. The study found intrinsic job 
satisfaction facets impact service behaviour and service quality more than 
extrinsic facets. 
" The three forms of organisational commitment were found to be significantly 
related to service quality and employees' performance. 
" Affective commitment was the most important component of commitment that 
predicted employees' service delivery behaviour and performance. 
" Continuance commitment was found to be positively and significantly related 
to employees' performance. 
" Employees' behaviours influenced service quality more than employees' job 
attitudes did. 
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8.6 LIMTATIONS AND FUTURE RESEARCH 
The specific service chosen for this study is a restaurant, and this may restrict 
generalisations of our results. Thus, validating and testing our model in other service 
sectors would be a fruitful research area. In particular, choosing other service contexts 
with different degrees of encounter and levels of customisation in their service offers 
may enhance our understanding as to whether the hypothesised model needs to be 
changed according to different service characteristics. 
In this study, service quality was measured from the supervisor's viewpoint. 
Therefore, matching the employees' data with the customers' evaluation of service 
quality is recommended. This could be achieved through testing the model in a 
context where the matching of frontline employees' data to customer perception is 
more directly obtainable, such as in an educational context or perhaps the banking 
industry. Furthermore, cross-sectional data were used in this study. Therefore, a 
longitudinal study is also a potentially fruitful future research area. In particular, it 
would help to verify the causality relationship between psychological empowerment 
and service quality. 
The Arabic version of the psychological empowerment scale needs to be examined in 
a different working context. An examination of this scale in other working contexts 
that have characteristics close to the original context where Spreitzer (1995) 
developed and validated her scale is critical to confirm the four dimension structure 
(e. g. financial setting, manufacturing, insurance, etc. ). In this study, however, the 
three structural factors are consistent with the hospitality literature. Therefore, 
comparing the results between managerial and non-managerial jobs in a hospitality 
industry is highly recommended, so that the validity of the current research can be 
generalised. 
This study adapted psychological empowerment theory, thus future research can 
examine other perspectives of empowerment (e. g., team empowerment, structural 
empowerment). More specifically, examining the organisational practices and 
managers' role in enhancing an employee's empowerment is significant in the 
Jordanian restaurants. In particular, research could look into some antecedents of 
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employees' empowerment such as service culture, leadership behaviour, information 
sharing, rewards, etc. Moreover, as this study found a significant direct relationship 
between psychological empowerment and service quality, future research can 
examine the mediating role of psychological empowerment between organisational 
practices or empowering leadership behaviour and service quality. 
In this study, psychological empowerment was tested with two job attitudinal and 
behavioural outcomes. Hence, examining more outcomes such as employees' loyalty, 
citizenship behaviour, absenteeism, employees' effectiveness, customer satisfaction, 
etc. is a potential research area. Also, testing other mediating variables (e. g., role 
clarity, role ambiguity, occupational commitment, etc. ) could help in further detailed 
explanations of the relationship between psychological empowerment and service 
quality. Moreover, extending the developed model by including other organisational 
outcomes such as business performance and profit also is a good research area that 
can enhance our understanding for the benefits of empowerment. 
Also, job satisfaction was viewed as a multidimensional facet, namely: pay, 
supervision, recognition, co-workers and customers. Future research can examine, in 
addition to the mentioned factors, other facets, such as promotion, work conditions, 
etc. This would help with more explanation for the relationship between job 
satisfaction and service quality. Related to this, research that emphasises the pay 
satisfaction-service quality relationship is an interesting area for future work. 
The results regarding the three components scale of organisational commitment 
indicated that there is a real need for conducting more research in non-western 
contexts. The mixed findings in this study and prior works in Jordan imply more 
research efforts are needed to improve the scale in general, and both normative and 
continuance scales, in particular. Moreover, research that investigates more 
antecedents and outcomes of organisational commitment can help in validating the 
concept in these contexts. Perhaps cross-cultural research is a good contribution for a 
validation for the organisational commitment scales in genera, and normative scale, in 
particular. 
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Future research in customer-oriented behaviour might be advanced in various 
complementary ways. More explorations of other antecedents of customer-oriented 
behaviour, including individual and contextual factors, are important. For example, an 
investigation of service orientation at both organisational and individual level is a 
fruitful research area. Future works also need to include some consequences of 
customer-oriented behaviour. This includes, for instance, customer satisfaction, 
customer retention, loyalty and other market performance indicators (e. g., profit and 
business performance). 
The three items scale of service quality that was developed for this study needs to be 
validated. Future research can validate it from both customer and employees' 
perspectives to find out if there are any possible gaps between the three angles of 
service encounter (employees, organisations and customers). It also can be studied in 
other service contexts, rather than the hospitality industry, to verify if these items are 
related more for frontline employees in restaurants, or can it be generalised to other 
service sectors? 
To conclude, despite the research limitations, the current study adds to the growing 
body of research that has neglected the effects of frontline employees' empowerment 
on service quality. This research effort attempted to explore and verify the mixed 
findings in the literature concerning employees' empowerment service quality 
relationship. The general findings of this study confirmed this relationship, and hence 
closed the gap between theoretical arguments and the mixed empirical findings. It 
also has tried to take a step forward in the psychological empowerment literature by 
examining empirically, several attitudinal and behavioural outcomes in the hospitality 
context. In view of the study's findings, this research hopes that managers will 
attempt to create and improve empowerment experiences for their workers. It also 
hopes that researchers will continue to explore the concept of empowerment. And 
finally, on a general level, the study hopes that both researchers and practitioners will 
keep identifying and assessing the conditions necessary to make frontline employees 
optimally effective in their organisations. 
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Appendix 1 
Employee's Questionnaire 
K Odeh 
APPENDIX (1-A): Preliminary Employee's Questionnaire 
UniS 
University of Surrey 
School of Management 
Dear Sir/Madam 
Appendices 
I am a PhD researcher at the School of Management/University of Surrey. I am doing research that 
help in better understanding the importance of the organisation-employees' relationship in 
improving the level of service quality at restaurant industry. I am interested in how service 
employees' view their job, how they perceive their work environment and how these factors affect 
their performance. Results of this study should help organisations in their efforts to provide high 
quality service through their employees. 
Your input and participation are critical to the success of this study. I would be grateful if you 
would complete this questionnaire which may take you 10-15 minutes. Your answer will be kept 
strictly confidential and will be use for research purpose. 
This questionnaire is consisted of two sections. Please answer all questions. 
Thank you very much for your co-operation. 
Yours sincerely, 
Khaled Odeh 
PhD Researcher 
School of Management, 
Food and Hospitality Group 
University of Surrey 
Guildford, Surrey 
GU2 7XH 
E-mail: K. odeh@surrey. ac. uk 
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HOW TO ANSWER? Please circle the response that best represents your level of agreement or 
disagreement with each of the following statements about yourself. There is no right or wrong 
answer. 1= Strongly Disagree, any answer between them or (5) strongly disagree 
No 
-I 
Statements 11131 ['4 
1 
1 The work I do is very important to me 1 2 3 4 5 
2 I am confident about my ability to do my job 1 2 3 4 5 
3 1 can decided on my own how to get my about doing my job 1 2 3 4 5 
4 My impact on what happens in my department is large 1 2 3 4 5 
5 When I do good job, I receive the recognition for it that I should receive 1 2 3 4 5 
6 My job activities is meaningfulness to me 1 2 3 4 5 
7 I do not feel that the work I do is appreciated 1 2 3 4 5 
8 I have significant influence over what happens in my department 1 2 3 4 5 
9 I have significant autonomy in determining how I do my job 1 2 3 4 5 
10 I frequently go out of the way to help organisation's customers 1 2 3 4 5 
11 I help customers with those things that are necessary and expected 1 2 3 4 5 
12 My customers are fair 1 2 3 4 5 
13 I have mastered the skills necessary for my job 1 2 3 4 5 
14 I perform all those tasks for customers that are required of me 1 2 3 4 5 
15 I often go above and beyond the call of duty when serving customers 1 2 3 4 5 
16 My customer respect my judgment 1 2 3 4 5 
17 The work I do is meaningful to me 1 2 3 4 5 
18 This company has a great deal of personal meaning of me 1 2 3 4 5 
19 I am self-assured about my capabilities to perform my work activities 1 2 3 4 5 
20 I have a great del of control over what happens to my department 1 2 3 4 5 
21 I really feel as if this organisation's problems are my own 1 2 3 4 5 
22 There are rewards for those who work here 1 2 3 4 5 
23 To much in my life would disrupted if I decided to leave my organisation right 
now, even if I wanted to 
1 2 3 4 5 
267 
K Odeh Appendices 
No Statements I mum 
24 Jumping from organisation to organisation does not seem at all 
unethical to me. 
1 2 3 4 5 
25 I fulfil responsibilities to customers as expected by management 1 2 3 4 5 
26 I willingly go out of my way to make customer satisfied 1 2 3 4 5 
27 My customers blame me for problems that I have no control over 1 2 3 4 5 
28 I meet formal performance requirements when serving customers 1 2 3 4 5 
29 1 help customers with problems beyond what is expected or required of me 1 2 3 4 5 
30 1 adequately complete all expected customer service behaviours 1 2 3 4 5 
31 1 voluntarily assist customers even if it means going beyond my job 
requirements 
1 2 3 4 5 
32 1 like the people I work with 1 2 3 4 5 
33 I do feel like "part of family" at my organisation 1 2 3 4 5 
34 1 enjoy my co-workers 1 2 3 4 5 
35 1 like my supervisor 1 2 3 4 5 
36 There is much too much bickering and fighting at work 1 2 3 4 5 
37 My supervisor shows too little interest in the feelings of subordinates 1 2 3 4 5 
38 My supervisor is unfair with me 1 2 3 4 5 
39 I find I have to work harder at my job because of the incompetence of 
people I work with 
1 2 3 4 5 
40 My supervisor is quiet competence in doing his/her job 1 2 3 4 5 
41 I would be happy to spend the rest of my career with this organisation 1 2 3 4 5 
42 I do believe that a person must always be loyal to his or her organisation 1 2 3 4 5 
43 I do not feel a strong sense of"belonging" to my organisation 1 2 3 4 5 
44 One of the major reasons I continue to work for this organisation is that I 
believe that loyalty is important and therefore feel sense of moral 
obligation to remain 
1 2 3 4 5 
45 1 feel am being paid a fair amount for the work I do 1 2 3 4 5 
46 I feel satisfied with my chances for salary increases 1 2 3 4 5 
47 Raises are too few and far between 1 2 3 4 5 
48 I feel that I have too few options to consider leaving this organisation 1 2 3 4 5 
49 1 would feel guilty if I left my organisation 1 2 3 4 5 
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No Statements 
50 I do not feel "emotionally attached" to this orginisation 1 2 3 4 5 
51 This organisation deserves my loyalty 1 2 3 4 5 
52 I have considerable opportunity for independence and freedom 
in how I do my job 
1 2 3 4 5 
53 1 feel unappreciated by the organisation when I think about 
what they pay me 
1 2 3 4 5 
54 1 do not feel my efforts are rewarded the way they should be 1 2 3 4 5 
55 One of the few negative consequences of leaving this 
organisation would be the scarcity of available alternative 
1 2 3 4 5 
56 If I got another offer for a better job elsewhere I would not 
feel it was right to leave my organisation 
1 2 3 4 5 
57 It would be too costly for me to leave my organisation now 1 2 3 4 5 
58 Right now, staying with my organisation is a matter of 
necessity as much as desire 
1 2 3 4 5 
59 It would be very hard for me to leave my organisation right 
now, even if I wanted to 
1 2 3 4 5 
Section B: A Few Details About You 
Please  the appropriate [] or fill in the space. 
1 Gender Male [] Female [] 
2 Your age is 20 - 25 years [] 26-30 years [] 31-35 years [] 
36-40 years [] 41-45 years [] 
51-55 years [] 56- 60 [] 
3 Your current employment mode is Full time [] 
4 What is the highest level of education you have completed? 
Primary School [] Secondary 
Bachelor degree [] Diploma 
Others (please specify) .................. 
5 Over all, how long have you been working in the restaurant industry? 
less than 1 year [] 1-5 [] 
11-15 [] 16- 20 [] 
46-50 years [] 
61 and above [] 
Part time [ 
[] College [ 
[] Master [ 
6-10 [l 
more than 20 years [ 
6 How long you have been working in the current restaurant? ----------------years -- --months 
Thank You for Your time and cooperation 
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APPENDIX (1-B): Revised Employee's Questionnaire 
UniS 
University of Surrey 
School of Management 
Dear Sir/Madam 
I am a PhD researcher at the School of Management/University of Surrey. I am doing research that 
help in better understanding the importance of the organisation-employees' relationship in 
improving the level of service quality at restaurant industry. I am interested in how service 
employees' view their job, how they perceive their work environment and how these factors affect 
their performance. Results of this study should help organisations in their efforts to provide high 
quality service through their employees. 
Your input and participation are critical to the success of this study. I would be grateful if you 
would complete this questionnaire which may take you 10-15 minutes. Your answer will be kept 
strictly confidential and will be use for research purpose. 
This questionnaire is consisted of two sections. Please answer all questions. 
Thank you very much for your co-operation. 
Yours sincerely, 
Khaled Odch 
PhD Researcher 
School of Management, 
Food and Hospitality Group 
University of Surrey 
Guildford, Surrey 
GU2 7XH 
E-mail: K. odehnsurrey. ac. uk 
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HOW TO ANSWER? Please circle the response that best represents your level of agreement or 
disagreement with each of the following statements about yourself. Next to each statement, there is a 
scale ranging from (1) to (7). Circling (1) means you strongly disagree and circling (7) means you 
strongly agree. If you feel your agreement is between these two extremes, please choose any number 
from within. 
No Statements 
1 The work I do is very important to me 
1 2 3 4 5 6 7 
2 I trust ain my ability to do my job 
1 2 3 4 5 6 7 
3 I can decide on my own how to do my work 
1 2 3 4 5 6 7 
4 My impact on what happens in my work area is large 
1 2 3 4 5 6 7 
5 When I do job well, I receive the recognition for it that I 
should receive 1 2 3 4 5 6 7 
6 My job activities are of great personal meaning 
1 2 3 4 5 6 7 
7 The management does not show me the appropriate 
appreciation 1 2 3 4 5 6 7 
8 I have a great deal of control over what happens to my 
work area 1 2 3 4 5 6 7 
9 I have significant autonomy in determining how I do my 
work activities 1 2 3 4 5 6 7 
10 Most time I do more than requested of me to help 
organisation's customers 1 2 3 4 5 6 7 
11 I help customers with service tasks that are necessary and 
expected 1 2 3 4 5 6 7 
12 My customers treat me fairly 
1 2 3 4 5 6 7 
13 I have perfected the necessary skills to do my job 
1 2 3 4 5 6 7 
14 I perform all the necessary duties for customers that are 
required of me 1 2 3 4 5 6 7 
15 I often go above and beyond the call of duty when serving 
customers 1 2 3 4 5 6 7 
16 My customer respect my conduct and actions 
1 2 3 4 5 6 7 
17 The work I do is meaningful to me 
1 2 3 4 5 6 7 
18 This organisation has a great deal of personal meaning of 
me 1 2 3 4 5 6 7 
19 I have confidence in my self about my capabilities to do 
my work activities 1 2 3 4 5 6 7 
20 I have a significant influence over what happens in my 
work area 1 2 3 4 5 6 7 
21 I really feel that the problems of this organisation are my 
personal problems 1 2 3 4 5 6 7 
22 There are rewards for those who work here 
1 2 3 4 5 6 7 
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No Statements .,, ý iº`a i,: ýý, iýc, 
23 There will be a lot of negative effects personally if I 
decide to leave this organisation now 1 2 3 4 5 6 7 
24 It seems to me to leave one organisation for another is 
an ordinary and ethical thing 1 2 3 4 5 6 7 
25 I perform my responsibilities toward the customers up to 
expectation of the management 1 2 3 4 5 6 7 
26 I willingly go out of my way to make customer satisfied 
1 2 3 4 5 6 7 
27 My customers blame me for problems out of my control 
1 2 3 4 5 6 7 
28 I meet formal performance requirements when serving 
customers 1 2 3 4 5 6 7 
29 I help customers with problems beyond what is expected 
or required of me 1 2 3 4 5 6 7 
30 I adequately complete all expected customer service 
behaviours 1 2 3 4 5 6 7 
31 I help customers voluntarily even if it means exceeding 
my job requirements 1 2 3 4 5 6 7 
32 I appreciate and respect my colleagues at work 
1 2 3 4 5 6 7 
33 I do feel like "part of family" at my organisation 
1 2 3 4 5 6 7 
34 I enjoy working with my co-workers 
1 2 3 4 5 6 7 
35 I appreciate and respect my supervisor 
1 2 3 4 5 6 7 
36 There are too many quarrels within working 
environment 1 2 3 4 5 6 7 
37 My supervisor shows too little interest in the feelings of 
subordinates 1 2 3 4 5 6 7 
38 My supervisor is unfair with me 
1 2 3 4 5 6 7 
39 I have to work hard at my job because my colleagues are 
not as good as me 1 2 3 4 5 6 7 
40 My supervisor is quiet competence in doing his/her job 
1 2 3 4 5 6 7 
41 I would be happy to spend my career life in this 
organisation 1 2 3 4 5 6 7 
42 I do believe that a person should always be loyal to his 
or her organisation 1 2 3 4 5 6 7 
43 I feel strongly that I "belong' to this organisation 
1 2 3 4 5 6 7 
44 One of the major reasons I continue to work for this 
organisation is that I believe that being loyal to an 1 2 3 4 5 6 7 
organisation is important, therefore I fell sense of moral 
obligation to remain 
45 I feel am being paid a fair amount for the work I do 1 2 3 4 5 6 7 
46 I feel satisfied with my chances for salary increases 1 2 3 4 5 6 7 
47 Raises are too few and far between 1 2 3 4 5 6 7 
48 I feel that I have too few options to consider leaving this 
organisation 1 2 3 4 5 6 7 
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No Statements 
49 I would feel guilty if I left my organisation 
1 2 3 4 5 6 7 
50 I do not feel "emotionally attached" to this organisation 1 2 3 4 5 6 7 
51 This organisation deserves my loyalty 1 2 3 4 5 6 7 
52 I have considerable opportunity to be independence and 
free to do m job 1 2 3 4 5 6 7 
53 I feel that I am not appreciated by this organisation when I 
look at it from the side of the salary 1 2 3 4 5 6 7 
54 I do not feel my efforts are given the appropriate reward 
1 2 3 4 5 6 7 
55 One of the few negative consequences of leaving this 
organisation is that the available choices are limited 1 2 3 4 5 6 7 
56 If I got another offer for a better job from another 
organisation I would not feel it was right to leave this 1 2 3 4 5 6 7 
organisation 
57 It would be too costly for me to leave this organisation 
now 1 2 3 4 5 6 7 
58 To stay in this organisation is considered a necessary 
matter as much as a desire from me 1 2 3 4 5 6 7 
59 It is hard for me to leave this organisation right now, even 
if I wanted to 1 2 3 4 5 6 7 
I : Section 13: A Few Details About You 
Please  the appropriate [] or fill in the space. 
1 Gender Male [] Female [] 
2 Your nationality is 
3 Your age is 20 years or less [] 21-30 years [] 31-40 years [] 
41-50 years [] 51- 60 [] 61 and above [] 
4 Your current employment mode is Full time [] Part time [] 
5 What is the highest level of education you 
have completed? 
Primary School [] Secondary [] College [] 
Bachelor degree [] Diploma [] Master [] 
Others (please specify) .................. 
6 Over all, how long have you been working in 
the restaurant industry? 
less than 1 year [] 1-5 [] 6-10 [] 
11-15 [] 16- 20 [] more than 20 years [] 
7 How long you have been working in the current restaurant? ---------------------years -------------months 
Thank you very much for your time 
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K Odeh Appendices 
APPENDIX (2-A): Preliminary Supervisor's Questionnaire 
R' Unis 
University of Surrey 
School of Management 
Dcar Sir/Madam 
I am a PhD researcher at the School of Management/University of Surrey. I am doing research that 
will lead to a better understanding of the importance of the organisation-employees' relationship in 
improving the level of service quality in the restaurant industry. Results of this study should help 
organisations in their efforts to provide high quality service through their employees. 
I would be grateful if you would evaluate each individual employee performance. I am interesting 
in employees who deal with customers and provide restaurant services to customers almost on a 
daily basis. 
Your input and participation are critical to the success of this study. Completing this 
questionnaire should take you 5-10 minutes. Your answer will be kept strictly confidential and will 
be use only for research purposes. This questionnaire is consisted of two sections. Please answer all 
questions. 
Thank you very much for your co-operation. 
Yours sinccrely, 
Khaled Odeh 
PhD Researcher 
Hospitality and Food Management Group 
School of Management, 
University of Surrey 
Guildford, Surrey 
GU2 7XH 
E-mail: K. odehnsurrey. ac. uk 
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I if 
1. Restaurant name is: 
2. The number of Employees working in this restaurant are: 
How many of them working at the front-house 
How many of them working at the back-house 
i 
ý{týý ý ýý, xTý" ,! x1d 
ý. 
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HOW TO ANSWER? First please print the name of the employee in the space, and then select the 
response that best represents your level of agreement or disagreement with each of the following 
statements about his/her performance. There is no right or wrong answer. Rating (1) means you 
strongly disagree (5) means you strongly agree. 
Employee name: 
Statements ',, 
f 
1 
, 
1 is competent and displays a natural expertise in 1 2 3 4 5 
doing his/her 'ob 
2 is always helpful and friendly 1 2 3 4 5 
3 listens to his/her customers 1 2 3 4 5 
4 anticipates what customers want 1 2 3 4 5 
5 Handle busy time smoothly 1 2 3 4 5 
6 provides prompt and timely service 1 2 3 4 5 
7 is able to solve customer problems on the spot 1 2 3 4 5 
8 Customers rarely complain about the service he/she 1 2 3 4 5 
rovide 
9 Is usually get tips from his/her customers 1 2 3 4 5 
Thank You for Your Time and Co-operation 
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APPENDIX (2-B): Revised Supervisor's Questionnaire 
"1" ' 
UniS 
University of Surrey 
School of Management 
Dcar Sir/Madam 
I am a PhD researcher at the School of Management/University of Surrey. I am doing research that 
will lead to a better understanding of the importance of the organisation-employees' relationship in 
improving the level of service quality in the restaurant industry. Results of this study should help 
organisations in their efforts to provide high quality service through their employees. 
I would be grateful if you would evaluate each individual employee performance. I am interesting 
in employees who deal with customers and provide restaurant services to customers almost on a 
daily basis. 
Your input and participation are critical to the success of this study. Completing this 
questionnaire should take you 5-10 minutes. Your answer will be kept strictly confidential and will 
be use only for research purposes. This questionnaire is consisted of two sections. Please answer all 
questions. 
Thank you very much for your co-operation. 
Yours sincerely, 
Khaled Odeh 
PhD Researcher 
Hospitality and Food Management Group 
School of Management, 
University of Surrey 
Guildford, Surrey 
GU2 7XH 
E-mail: K. odchnsurre . aY c. uk 
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1. Restaurant name is: 
2. The number of Employees working in this restaurant are: 
How many of them working at the front-house 
How many of them working at the back-house 
1ý111ý ý'ý1ýý"0l, 1 Ik. ý'ri, ý*ýs{'f y'svi' ý 
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HOW TO ANSWER? First please print the name of the employee in the space, and then select the 
response that best represents your level of agreement or disagreement with each of the following 
statements about his/her performance. Next to each statement, there is a scale ranging from (1) to 
(7). Circling (1) means you strongly disagree and circling (7) means you strongly agree. If you 
feel your agreement is between these two extremes, please choose any number from within. 
Employee name: .................................... 
No Statements iitýSý{'ý1''ý" ýjýý<`'='Y'xýý '' 
Faay 
ýýi 
, 
I. ý! Ir _f 
ýýýl2. 
' yn. ýf sF ý X11 Y k 
H 
1 Is competent and displays a natural expertise in 1 2 3 4 5 6 7 
doing his/her 'ob 
2 Is always helpful and friendly 1 2 3 4 5 6 7 
3 Always listen to his/her customers 1 2 3 4 5 6 7 
4 Can understand the customers needs and 1 2 3 4 5 6 7 
endeavours to satisfy them 
5 Can answer the customers needs no matter how 1 2 3 4 5 6 7 
busy lie is 
6 Provides quick and immediate service to customers 1 2 3 4 5 6 7 
7 The customers generally feel that he/she can solve 1 2 3 4 5 6 7 
their problems on the spot 
8 Is often get positive comments from customers 1 2 3 4 5 6 7 
Thank You for Your Time and Co-operation 
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Appendix 5 
Normality Tests 
K Ode/1 Appendices 
Appendix (5): Normality Test 
Construct/ dimensions Skewness Kurtosis 
Psychological Empowerment -. 850 . 009 
Meaning -1.10 . 274 
Competence -. 931 . 063 
Influence -. 655 -. 503 
Job Satisfaction -. 598 . 043 
Recognition -. 752 -. 151 
Customer -. 980 . 376 
Co-workers -. 731 -. 286 
Supervision -. 767 -. 242 
Pay -. 201 -. 571 
Customer-oriented Behaviour -. 841 -. 157 
Extra-role Performance -. 969 -. 041 
In role performance -. 805 -. 055 
Organisational Commitment -. 798 . 745 
Affective Commitment -. 973 . 416 
Continence Commitment -. 424 -. 507 
Normative Commitment -. 965 . 346 
Service Quality -. 692 . 079 
Employees Competence -. 626 . 056 
Employees Effectiveness -. 439 -. 311 
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T-Tests 
K Odeh Appendices 
Appendix (6) t-test Results 
T-test (Gender) 
Dimensions/ Construct Mean SD t DF P 
Psychological empowerment Male 5.05 . 86 . 451 57 . 
654 
Female 4.98 1.12 
Male 5.16 1.23 . 985 58 . 329 Meaning Female 4.93 1.53 
Male 5.20 1.09 1.19 296 . 233 Competence Female 5.40 1.06 
Male 4.93 1.08 . 680 58 . 499 Influence Female 4.78 1.35 
Customer oriented behaviour Male 5.03 1.04 . 717 58 . 476 Female 4.89 1.29 
Extra role performance Male 5.20 1.17 1.45 58 . 153 Female 4.88 1.42 
In role performance Male 4.87 1.22 . 165 296 . 869 Female 4.90 1.38 
Job Satisfaction Male 5.02 . 834 . 297 57 . 725 Female 4.98 1.07 
Recognition Male 5.04 1.21 1.28 57 . 203 Female 4.73 1.55 
Customer Male 5.55 1.28 . 005 294 . 996 Female 5.55 1.30 
Co-workers Male 5.22 1.16 . 363 294 . 716 Female 5.29 1.38 
Supervision Male 5.14 1.23 . 360 294 . 719 Female 5.21 1.45 
Pay Male 4.42 1.24 
. 228 294 . 820 Female 4.38 1.38 
Organisational Commitment Male 5.04 . 922 1.669 296 . 096 Female 5.29 . 948 
Affective Commitment Male 5.19 1.19 2.164 296 1031` 
Female 5.59 1.08 
Continuance Commitment Male 4.37 1.37 . 734 296 . 464 Female 4.54 1.51 
Normative Commitment Male 5.68 1.19 . 481 296 . 631 Female 5.77 1.19 
Service Quality Male 5.35 . 83 . 875 294 . 382 Female 5.47 . 89 Employees Competence Male 5.50 . 84 . 330 294 . 742 Female 5.54 
. 89 Employees Effectiveness Male 5.07 1.07 1.139 58 . 195 Female 5.30 1.30 
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T-test (Job mode) 
Dimensions/ Construct Mean SD t DF P 
Psychological empowerment Full time 5.11 . 84 2.20 108 X030 Part time 4.82 1.01 
Full time 5.19 1.21 1.34 109 1168 
Meaning Part time 4.93 1.48 
Full time 5.30 1.03 1.46 110 : 082 
Competence Part time 5.02 1.24 
Full time 4.98 1.01 1.99 115 11 048 
Influence Part time 4.66 1.23 
Customer oriented behaviour Full time 5.13 . 99 3.01 109 1003 Part time 4.65 1.23 
Extra role performance Full time 5.29 1.11 3.25 107 1002 
Part time 4.71 1.39 
In role performance Full time 4.96 1.20 2.13 117 1036 
Part time 4.59 1.33 
Job Satisfaction Full time 5.09 . 84 2.54 294 
UJH 
Part time 4.80 . 94 
Recognition Full time 5.06 1.23 1.52 115 . 132 Part time 4.78 1.39 
Customer Full time 5.59 1.27 . 841 294 . 401 Part time 5.45 1.32 
Co-workers Full time 5.27 1.18 . 825 294 . 410 Part time 5.14 1.26 
Supervision Full time 5.24 1.23 2.12 294 X035 
Part time 4.88 1.35 
Pay Full time 5.09 . 84 2.87 294 "I0Q4 Part time 4.80 . 94 
Organisational Commitment Full time 5.10 . 93 . 643 296 . 52 Part time 5.02 . 94 
Affective Commitment Full time 5.24 1.16 . 353 296 . 73 Part time 5.29 1.25 
Continuance Commitment Full time 4.46 1.38 1.19 296 . 23 
Part time 4.23 1.44 
Normative Commitment Full time 5.73 1.23 . 735 296 . 46 Part time 5.61 1.06 
Service Quality Full time 5.43 . 80 2.11 294 1036 Part time 5.19 . 94 
Employees Competence Full time 5.58 . 81 2.68 294 X008 Part time 5.28 . 92 
Employees Effectiveness Full time 5.16 1.01 1.24 294 . 214 
Part time 4.97 1.23 
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T-test (Nationality) 
Dimensions/ Construct Mean SD t DF P 
Psychological empowerment Jordanian 4.99 . 88 1.35 296 . 18 
others 5.10 . 94 Jordanian 5.07 1.25 1.123 296 . 26 Meaning others 5.25 1.35 
Jordanian 5.16 1.12 1.166 296 . 09 Competence others 5.38 . 99 
Jordanian 4.87 1.12 . 72 296 . 47 Influence others 4.97 1.14 
Customer oriented behaviour Jordanian 4.98 1.10 . 558 296 . 57 
others 5.06 1.03 
Extra role performance Jordanian 5.17 1.23 . 44 296 . 
66 
others 5.10 1.18 
In role performance Jordanian 4.80 1.26 1.40 296 . 16 
others 5.02 1.19 
Job Satisfaction Jordanian 5.04 . 88 . 816 294 . 415 
others 4.96 . 87 
Recognition Jordanian 5.06 1.25 1.45 294 . 148 
others 4.83 1.31 
Customer Jordanian 5.52 1.30 . 716 294 . 474 
others 5.63 1.22 
Co-workers Jordanian 5.22 1.20 . 251 294 . 802 
others 5.26 1.19 
Supervision Jordanian 5.13 1.24 . 467 294 . 641 
others 5.20 1.33 
Pay Jordanian 4.52 1.22 2.12 294 o35 
others 4.19 1.30 
Organisational Commitment Jordanian 5.08 . 91 . 05 296 . 960 
others 5.08 . 98 
Affective Commitment Jordanian 5.27 1.11 . 29 160 . 771 
others 5.22 1.33 
Continuance Commitment Jordanian 4.43 1.48 . 643 223 . 527 
others 4.33 1.21 
Normative Commitment Jordanian 5.62 1.21 1.58 296 
. 115 
others 5.85 1.13 
Service Quality Jordanian 5.36 . 86 . 308 294 . 758 
others 5.39 . 83 
Employees Competence Jordanian 5.51 . 85 . 201 294 . 841 
others 5.49 . 83 
Employees Effectiveness Jordanian 5.08 1.11 . 790 294 . 430 
others 5.19 1.11 
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T-test (Age) 
Dimensions/ Construct Mean SD t DF P 
Psychological <30 5.03 . 88 . 248 296 . 804 
empowerment >30 5.06 1.00 
<30 5.18 1.22 1.12 104 . 264 Meaning >30 4.96 1.46 
<30 5.22 1.10 . 299 296 . 765 Competence >30 5.26 1.04 
<30 4.87 1.09 . 952 296 . 342 Influence >30 5.01 1.23 
Customer oriented <30 4.98 1.06 . 896 296 . 371 behaviour >30 5.11 1.13 
Extra role performance <30 5.08 1.23 1.606 296 . 109 >30 5.34 1.16 
In role performance <30 4.87 1.21 . 008 296 . 994 >30 4.87 1.34 
Job Satisfaction <30 4.99 . 86 . 939 294 . 350 >30 5.10 . 93 
Recognition <30 4.99 1.23 . 064 294 . 90- 
>30 4.98 1.41 
Customer <30 5.56 1.26 . 036 294 . 917 >30 5.55 1.35 
Co-workers <30 5.21 1.21 . 524 294 . 600 >30 5.30 1.17 
Supervision <30 5.12 1.29 . 847 294 . 398 >30 5.26 1.23 
Pay <30 4.35 1.23 1.734 294 . 084 >30 4.64 1.32 
Organisational <30 5.11 . 92 . 872 296 . 384 Commitment >30 5.00 . 96 
Affective Commitment <30 5.26 1.15 . 105 296 . 916 >30 5.24 1.28 
Continuance Commitment <30 4.48 1.41 1.808 296 . 072 >30 4.14 1.32 
Normative Commitment <30 5.68 1.18 . 306 296 . 759 >30 5.73 1.23 
Service Quality <30 5.36 . 82 . 279 294 . 781 >30 5.39 . 92 
Employees Competence <30 5.48 . 82 . 816 294 . 415 >30 5.57 . 94 
Employees Effectiveness <30 5.12 1.09 . 112 294 . 911 
>30 5.10 1.18 
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T-test (Educational Level) 
Dimensions/ Construct Mean SD t DF P 
Psychological SL 4.82 . 92 3.29 296 i 001 
_empowerment AS 5.17 . 87 SL 4.86 1.34 2.67 207 ! 008 
Meaning AS 5.28 1.23 
SL 5.06 1.14 2.03 296 X043 
_Competence 
AS 5.33 1.05 
SL 4.67 1.17 2.69 296 L009 
Influence AS 5.04 1.09 
Customer oriented SL 4.90 1.05 1.25 296 . 210 behaviour AS 5.07 1.09 
Extra role performance SL 5.07 1.19 . 78 296 . 436 AS 5.19 1.23 
In role performance SL 4.74 1.18 1.42 296 . 210 AS 4.95 1.27 
Job Satisfaction SL 4.98 . 79 . 589 294 . 557 AS 5.04 . 92 
Recognition SL 4.90 1.25 . 845 294 . 399 AS 5.03 1.29 
Customer SL 5.56 1.18 . 068 294 . 946 AS 5.55 1.34 
Co-workers SL 5.12 1.18 1.27 294 . 205 AS 5.30 1.20 
Supervision SL 5.11 1.15 . 424 294 . 672 AS 5.18 1.34 
Pay SL 4.47 1.23 . 526 294 . 599 AS 4.39 1.28 
Organisational SL 4.97 . 97 1.47 296 . 142 Commitment AS 5.14 . 90 
Affective Commitment SL 5.11 1.33 1.45 188 . 148 AS 5.33 1.08 
Continuance Commitment SL 4.27 1.36 1.21 296 . 228 AS 4.47 1.41 
Normative Commitment SL 5.68 1.25 . 189 296 . 850 AS 5.71 1.16 
Service Quality SL 5.26 . 82 1.645 294 . 101 AS 5.43 . 86 
Employees Competence SL 5.40 . 87 1.633 294 . 104 AS 5.56 . 84 
Employees Effectiveness SL 5.03 . 97 . 959 260 . 338 AS 5.16 1.19 
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T-test (Education Background) 
Dimensions/ Construct Mean SD t DF P 
Psychological H&M 5.06 . 87 . 696 273 . 487 
empowerment Others 4.99 . 95 
H&M 5.22 1.20 1.538 273 . 125 
Meaning Others 4.98 1.34 
H&M 5.17 1.11 . 919 273 . 359 
Competence Others 5.29 1.07 
H&M 4.93 1.07 . 677 250 . 499 
Influence Others 4.84 1.22 
Customer oriented H&M 5.04 1.01 . 826 273 . 410 
behaviour Others 4.94 1.16 
Extra role performance H&M 5.21 1.19 1.184 273 . 237 Others 5.03 1.26 
In role performance H&M 4.88 1.22 . 267 273 . 789 Others 4.84 1.28 
Job Satisfaction H&M 5.03 . 85 . 628 271 . 531 Others 4.97 . 92 
Recognition H&M 4.97 1.17 . 513 271 . 609 
Others 5.05 1.32 
Customer H&M 5.43 1.37 1.360 271 . 175 Others 5.64 1.16 
Co-workers H&M 5.24 1.18 . 801 271 . 424 Others 5.12 1.25 
Supervision H&M 5.25 1.29 1.915 271 . 05 
Others 4.96 1.28 
Pay H&M 4.45 1.24 . 346 271 . 730 Others 4.40 1.28 
Organisational H&M 5.06 . 97 . 513 273 . 608 
Commitment Others 5.12 . 88 
Affective Commitment H&M 5.15 1.23 1.097 273 . 274 
Others 5.31 1.12 
Continuance Commitment H&M 4.48 1.34 . 446 273 . 654 
Others 4.41 1.36 
Normative Commitment H&M 5.67 1.27 . 445 273 . 657 Others 5.73 1.05 
Service Quality H&M 5.43 . 83 1.20 271 . 231 Others 5.30 . 85 
Employees Competence H&M 5.55 . 79 . 600 271 . 549 Others 5.48 . 89 
Employees Effectiveness H&M 5.18 1.01 1.344 271 . 180 
Others 5.00 1.11 
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T-test (Experience) 
Appendices 
Dimensions/ Construct Mean SD t DF P 
Psychological <10 5.05 . 87 . 002 292 . 998 
empowerment >10 5.05 . 96 
<10 5.12 1.28 . 172 292 . 864 Meaning >10 5.15 1.27 
<10 5.23 1.08 . 279 292 . 780 Competence >10 5.27 1.09 
<10 4.92 1.11 . 235 292 . 814 Influence >10 4.89 1.17 
Customer oriented <10 4.95 1.10 1.597 292 . 111 behaviour >10 5.17 1.01 
Extra role performance <10 5.05 1.23 2.136 292 ! 0211 
>10 5.40 1.06 
In role performance <10 4.85 1.24 . 515 292 . 607 >10 4.93 1.27 
Job Satisfaction <10 5.00 . 85 . 689 290 . 492 >10 5.07 . 91 
Recognition <10 4.97 1.28 . 670 290 . 503 
>10 5.08 1.24 
Customer <10 5.56 1.26 . 008 290 . 993 
>10 5.56 1.34 
Co-workers <10 5.24 1.19 . 095 290 . 925 
>10 5.22 1.21 
Supervision <10 5.12 1.29 . 696 290 . 487 >10 5.23 1.23 
Pay <10 4.37 1.24 . 929 290 . 355 
>10 4.52 1.30 
Organisational <10 5.10 . 88 . 224 292 . 823 Commitment >10 5.08 . 89 
Affective Commitment <10 5.25 1.15 . 300 292 . 764 
>10 5.30 1.17 
Continuance Commitment <10 4.51 1.42 1.604 292 . 110 
>10 4.22 1.31 
Normative Commitment <10 5.65 1.16 1.319 292 . 188 
>10 5.84 1.19 
Service Quality <10 5.35 . 84 . 700 290 . 484 
>10 5.42 . 86 
Employees Competence <10 5.49 . 85 . 658 290 . 511 
>10 5.56 . 84 
Employees Effectiveness <10 5.09 1.09 . 740 290 . 460 
>10 5.19 1.15 
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T-test (Job Tenure) 
Dimensions/ Construct Mean SD t DF P 
Psychological <10 4.98 . 89 1.285 294 . 200 empowerment >10 5.12 . 92 
<10 5.08 1.31 . 574 294 . 567 Meaning >10 5.17 1.26 
<10 5.18 1.07 1.016 294 . 310 Competence >10 5.31 1.11 
<10 4.83 1.15 1.239 294 . 216 Influence >10 5.00 1.12 
Customer oriented <10 4.94 1.12 1.37 294 . 170 behaviour >10 5.12 1.00 
Extra role performance <10 5.03 1.28 2.040 288 X032 
>10 5.32 1.09 
In role performance <10 4.86 1.25 . 398 294 . 961 >10 4.91 1.23 
Job Satisfaction <10 5.00 . 88 . 448 293 . 655 >10 5.04 . 87 Recognition <10 4.93 1.3 . 907 293 . 365 >10 5.07 1.4 
Customer <10 5.52 1.28 . 442 293 . 659 >10 5.59 1.28 
Co-workers <10 5.27 1.20 . 631 293 . 528 >10 5.18 1.19 
Supervision <10 5.12 1.28 . 421 293 . 674 >10 5.19 1.26 
Pay <10 4.40 1.22 . 293 293 . 769 >10 4.44 1.23 
Organisational <10 5.11 . 89 . 473 294 . 637 Commitment >10 5.05 . 97 Affective Commitment <10 5.26 1.16 . 059 294 . 953 >10 5.26 1.22 
Continuance Commitment <10 4.48 1.39 1.096 294 . 274 >10 4.30 1.38 
Normative Commitment <10 5.69 1.13 . 163 294 . 871 >10 5.71 1.27 
Service Quality <10 5.34 . 85 . 604 292 . 546 >10 5.40 . 84 Employees Competence <10 5.50 . 86 . 043 292 . 966 >10 5.50 . 85 Employees Effectiveness <10 5.07 1.07 1.058 292 . 291 
>10 5.20 1.15 
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JRA I Jordan Restaurant Association 
Date : 15/01/2007 
Ref: 2.9 /JRA/2007 
r 
To whom It may concern 
You are kindly requested to facilitate the mission of Mr. Khaled Odeh , 
who is- a student at Surrey University - United Kingdome as he- is doing a 
research for his PHD Study regarding Classified Restaurants in Jordan. 
Best regards,, 
i 
Amer Qub'a `'' 
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